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flow  the  Readers 


North  Jersey  Media  Group  s 
N  MARKEY  points  to  fresh 
arkets  -  and  revenue  -  using  tools 
in  a  new' ‘data  warehouse’  ^ 


ON 


The  big  pictnra 

Marketing  and  promotion  to  reach  Gen  X 


_ 


A  A  AJV¥T  ffou'  fktnnvH  Xeu-nfHifM'nt 

w  f  1 1  are  n'tu'hing  Oenemtitm  X 


k  popular  destination 

Cur  siuft  th<  \  niitJ  r  ..«■  •■■•h..  ■(■■■•  n  Sm  i 


Our  research,  our  desire  to  increase  readership  and  our  hopes  for  the 
future  of  newspapers  all  tell  us  that  newspapers  need  to  reach  more 
young  readers  more  frequently.  Gannett’s  newspapers  are  accomplishing 
that  in  print  and  online. 

The  ingredients:  authoritative,  relevant  coverage  presented  with  visual 
snap,  densely  layered  information,  diversity  and  interaction. 

Across  Gannett,  newspapers  are  incorporating  essential  elements  for 
reaching  readers  ages  25  to  34.  They  are  strengthening  coverage  ot 

How  Gannett  Newspapers 
Are  Reaching  Generation  X 

personal  finance  and  careers  in  business.  They  are  covering  such  relevant 
topics  as  environment,  education  and  growth  and  development  with 
authority  and  impact.  They  are  overhauling  outdoors  sections  and 
expanding  online  sites. 

To  share  these  ideas  and  approaches  across  the  company,  the  Gannett 
News  Department  and  Gannett  News  Service  created  a  300'page  X 
Manual.  The  manual  captures  the  scope  and  variety  of  the  newspapers’  | 

work.  1 

We  expect  that  more  ideas  and  approaches  from  the  manual  will  he  I 

adopted  and  adapted  by  more  editors  to  serve  more  young  readers.  I 

It’s  our  future.  i 
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NEWSPAPERS  AT  THEIR  BEST 


manual 
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THE  2002  BATTEN  MEDAL 


And  Accompanying  $5,000  Prize 


The  Batten  Medal  honors  newspaper  work  that  shows  deep  concern  for  the  lives  and  cares  of 
everyday  people.  If  ever  there  were  a  time  to  honor  such  journalism,  it  is  now. 


The  Batten  Medal  competition  is  a  broad  and  unusual  contest  aimed  at  recog¬ 
nizing  a  body  of  work  that  exemplifies  the  values  of  the  late  James  K.  Batten.  Past 
recipients  have  included  a  newsfeature  writer  for  a  wire  service,  an  investigative 
reporter  for  a  small  weekly,  a  special  projects  writer  for  a  Texas  paper  and  a  health 
columnist  for  a  paper  in  Iowa.  Many  of  the  past  winners  did  the  kind  of  work  loved 
by  readers  but  often  overlooked  by  traditional  national  journalism  contests. 


2001  Batten 
Medal  winner 
Shirley  Ruedy 
of  the  Gazette 
of  Cedar 
Rapids,  Iowa 


Jim  Batten  was  a  highly-respected  reporter,  editor  and  corporate  executive.  His 
life  and  career  were  marked  by  passion,  courage,  advocacy  for  the  underdog  and 
a  belief  that  journalism  should  help  build  a  sense  of  community. 


The  Foundation  for  the  Batten  Medal,  which  administers  this  competition,  is  once  again  seeking 
entries  that  reflect  his  values. 


RULES  AND  ENTRY  DETAILS 

•  Entries  must  be  postmarked  no  later  than  February  15,  2002. 

•  The  Batten  Medal  honors  a  body  of  work,  rather  than  a  single  series  or  project.  The  entry  should  con¬ 
tain  no  more  than  10  articles,  photographs,  editorials  or  graphics.  A  series  may  count  as  one  of  the  10 
items. 

•  The  competition  is  open  to  any  reporter,  columnist,  editorial  writer,  photographer  or  graphic  artist 
whose  work  has  appeared  in  a  daily  or  weekly  newspaper  in  the  United  States  within  the  three  calen¬ 
dar  years  prior  to  January  1 , 2002. 

•  The  nomination  letter  should  indicate  how  the  entry  represents  the  values  described  above.  JUKL 

•  This  certification  should  be  signed  and  dated  and  should  accompany  each  entry;  “I  certify 
the  information  included  in  the  accompanying  materials  for  the  2002  Batten  Medal  accu- 
rately  and  truthfully  reflects  the  entry,  dates  of  publication  and  outreach.” 


QUESTIONS  SHOULD  BE  DIRECTED  TO: 

Zachary  Stalberg  c/o  Philadelphia  Daily  News,  P.O.  7788,  Philadelphia,  PA  19101 
Telephone;  215-854-5905  Fax;  215-854-4463  e-mail;  stalbez@phillynews.com 

ENTRIES  SHOULD  BE  MAILED  TO: 

David  Yarnold  c/o  San  Jose  Mercury  News, 

750  Bidder  Park  Drive,  San  Jose,  CA  95190 

Jim  Batten 
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DIGITAL  OUTPUT  Howard  I.  Finberg: 

2002  in  preview  . tl3 

DIGITAL  INPUT  Eric  Wolferman: 

Thinking  the  unthinkable . tl4 


solutions  to  meet  those  requirements  are 
evaluated  according  to  how  well  they 
satisfy  the  requirements,  and  at  what  price. 
And  this  is  the  phase  of  the  project  w'here 
creativity  can  be  applied  to  design  a  system 
that  meets  the  requirements  while  keeping 
the  costs  under  control  and  within  budget. 

And,  just  as  the  guys  who  pour  the 
concrete  aren’t  the  ones  who  compute  the 
load-bearing  limits  of  tbe  support 
columns,  the  design  of  a  network  that  is 
(or  is  anticipated  to  become)  complex 
should  not  be  left  to  people  who  are  not 
designers,  either  by  training  or  nature. 

Nor  should  a  network  be  permitted  to 
design  itself  (fypically  this  w  ould  happen 
by  organic  growth):  eventually  this  fype 
of  netw  ork  will  suffer  from  overload,  the 
most  frequent  complaint  leveled  against 
our  systems. 

Mr.  Wolferman  need  not  be  defensive 
about  having  provided  “Band-Aid  solu¬ 
tions”  to  immediate  problems:  That  is  part 
of  our  job  as  information-technologv'  pro¬ 
fessionals  within  the  publishing  industry. 

It  is  an  equally  important  part  of  our  job, 
however,  to  keep  one  eye  on  the  blueprint, 
not  merely  to  keep  from  straving  too  far 
from  the  design  but  (even  more  important¬ 
ly)  to  ensure  the  design  is  still  adequate  to 
meet  the  requirements  of  the  operation. 

For  when  the  day  comes  that  the  design 
isn’t  up  to  the  task  (and  it  will),  there  won’t 
be  enough  Band- Aids  to  fix  the  problem. 

In  the  meantime,  Mr.  Wolferman, 
please  don’t  hold  your  breath  waiting  for 
vendors  to  provide  the  technical  solution 
to  our  problems  —  we’re  going  to  have  to 
architect  our  own  future. 

J.  DUNCAN  SUSS 

DIRECTOR  OF  PUBLISHING  SYSTEMS 
Boston  Herald 


r  WOULD  LIKE  TO  CONGRATULATE  AND 
thank  Eric  Wolferman  for  his 
column,  “‘Nasty’  network  news” 
[“Digital  Input,”  Dec.  10,  p.  tl2]. 

His  description  of  how  networks  grew 
from  simple  box-to-box  connectors  into 
the  complex  beasts  w'e  occasionally  find 
ourselves  wxestling  is  to  the  point,  but  I 
feel  he  has  overlooked  one  vital  part  of  the 
picture.  There  are  significant  qualitative 
differences  between  a  large  network  and  a 
small  one  that  go  much  ftirther  than  the 
obvious  quantitative  issue  of  scale. 

To  illustrate  my  point,  few  people  would 
consider  building  a  multistory  hotel  using 
nothing  more  than  a  sketch  on  the  back  of 
an  envelope,  though  this  would  be 
perfectly  adequate  for  a  garden  shed. 

Like  our  current  networks,  this  is  a 
vastly  more  complex  construct  than  its 
simple  forebears.  There  is  also  a  lot  more 
risk  associated  with  failure  —  another 
property  in  common  with  today’s 
networks,  though  I,  for  one,  am  grateful  no 
lives  are  at  risk  if  a  terminal  loses  its  server 
connection  in  our  environment. 

At  some  point  along  the  growth  path 
from  simple  construction  to  complex 
engineering  project,  the  need  for  a 
designer  —  an  architect  or  a  civil  engineer 
—  creeps  into  the  picture.  It  is  at  this 
point  that  the  qualitative  differences 
become  apparent. 

The  primaiy  difference  comes  before 
the  ground  is  broken,  before  the  first  yard 
of  cable  is  pulled:  It  is  the  design  phase. 
This  is  the  phase  of  the  project  where 
requirements  are  not  just  identified  but 
quantified  and  wxitten  down.  This  is  the 
phase  of  the  project  w  here  technical 
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bate  court  in  the  estate  of  William 
Randolph  Hearst.  The  inventory 
was  only  a  partial  listing  of  the 
assets  of  the  late  publisher  and 
was  made  up  almost  entirely  of 
stock  in  the  Hearst  Corp. 


Press  Galleries  was  reopened  this 
week  as  Congress  reconvened. 


J.W.  12,  19.>2: 

The  question  of  whether  Tass 
reporters  or  any  other  represen¬ 
tatives  of  foreign  governments 
should  be  permitted  to  enjoy  the 
privileges  of  the  Congressional 


Cover  photo  by  Rich  Gigli/ 
The  Record,  Hackensack,  N.J, 


Assets  valued  at  $16,070,255.76 
were  listed  Jan.  7  in  the  first 
inventory  to  be  filed  with  the  pro- 


JA.VUARY  14,  2002  EDITOR  &  PUBLISHER  5 


www.edltorandpublisher.com 


i  , 


(JJLKISIIAN 

NCL 

Mon  n  OR 


Christian 

-5P,§:iENCE 

Monitor 


ChrisiiAn 

v'4Sc:iince 

Monitor 


Chriaitan 

^V'SCTINCI 

Mon  1 1  OR 


iCkristian 

-^'Science 

Monitor 


All  sides  dose  in  on  Arafat 


An  election  da)'  much  like  bcfote 


Understanding 

DOESN’T  COME 


Suddenl)'.  world  wants  US  to  lead 


Signs  of  a 
cunning 
biotmohst 


asked  Presideni  Bush 


OF  TERROR 


IT  CAN  BE 
VERY  AFFORDABLE 


■  KinStisv  d  jihiJ 


Readers  are  demanding  a  better  understanding  by  the  Monitor  -  is  surprisingly  affordable, 

of  world  events  these  days  -  and  unfortunately,  It’s  also  available,  for  the  first  time,  in  packages 

it’s  happening  just  when  editorial  budgets  sized  to  suit  your  needs  and  budget.  Buy 
are  tightest.  the  whole  service,  or  select  international 

The  Christian  Science  Monitor  news,  national  news,  edit/op-ed,  features. 
News  Service  is  the  perfect  answer.  the  arts,  book  reviews,  editorial  cartoons  by 
With  penetrating  coverage  and  superb  writing  Clay  Bennett  (three-time  Pulitzer  finalist),  or 

from  21  bureaus  around  the  world,  it’s  an  the  Monitor’s  co-branded  website,  adding  the 

ideal  complement  to  the  wires,  adding  the  award-winning  depth  of  www.csmonitor.com 

perspective  and  insight  readers  crave.  As  to  your  own  web  pages, 

one  reader  put  it,  "The  Monitor  is  the  world’s  And,  with  daily  preview  budgets  and  a 

greatest  clarifier."  new  Web-based  delivery  system,  the 

But  that  doesn’t  mean  it’s  expensive.  The  service  is  far  easier  to  use  than 
Monitor  News  Service  -  now  self-syndicated  ever  before. 


Cartoons  by  Orr/  Bennett 
E&P's  200 1  Edtoncl  Cnrtconist  of  the  Year. 


The  Christian  Science  Monitor  News  Service 

U.S.A.  AND  Canada:  Dan  Lawrence  (617)  ^SO-2662  /  lawrenced@csps.com 

INTERNATIONALLY:  ATLANTIC  SYNDICATION  (94  1  >371-2252  /  soles^otlanticsyndicotion.com 
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“Rate-card  increases 
have  been  modest, 
more  modest  than  I 
had  anticipated.” 

S.  SCOTT  HARDING 

Newspaper  Services  of  America 


The  U.S.  Depart¬ 
ment  of  Com¬ 
merce  on  Thursday 
revoked,  effective 
September  2000,  its 
anti-dumping  duty 
order  for  equipment 
sales  by  Tokyo  Kikai 
Seiskusho  Ltd.  (TKS). 

Notification  of  the 
final  determination 
cited  the  absence  of 
comment  on  its 
preliminary  findings  by 
parties  other  than  TKS 
and  followed  reviews 
that  showed  the 
Japanese  press  maker 
and  its  U.S.  affiliate 
had  not  engaged  in 
unfair  pricing  for  three 
consecutive  years 
{E&P,  Jan.  7,  p.  19). 

Commerce  also 
confirmed  there  was 
no  dumping  margin 
for  U.S.  sales  by  Ger¬ 
many’s  MAN  Roland 
through  August  2000. 
-  JIM  ROSENBERG 


ers  will  be  pleased  with  the  rates  he  is  negotiating. 

One  satisfied  advertiser  is  Sears,  Roebuck  and 
Co.,  the  Hoffmann  Estates,  Ill.-based  retailer. 
Ranked  as  No.  6  among  the  E£r'P/Competitive 
Media  Reporting  "Top  100  Brand  Advertisers  in 
Newspapers”  in  2000,  Sears  has  more  clout  than 
most  and  came  to  the  negotiating  table  looking  for 
flat  rates  this  year  —  and,  for  the  most  part,  pre¬ 
vailed,  said  Bill  Block,  Sears  manager  for  media 
planning.  “Obviously,  it’s  a  changing  environment 
in  the  newspaper  industiy,”  Block  said.  “Overall, 
they’ve  responded  pretty  well.” 

Even  the  smallest  increase,  though,  is  too  great 
for  some  ad  buyers. 

“Most  of  the  major  metros  are  getting  5%  to  7% 
[contracted  rate 
^  increases],  which, 

to  be  honest  with 
you,  in  these  times, 
is  just  a  little  bit 
insane,”  said  Ed 
i  f  Weiner,  senior 

f/  I  partner  with  New 

.  I  ^  York-based  media 

1  Media  First 

j  International  Inc. 

I  Although  the  in- 
creases  var>’  widely 
%  ^  from  market  to 

A\  market  —  as  news- 

bear  in 


But  papers  still  get  mixed  reactions 
to  their  newly  proposed  rate  hikes: 
They’re  ‘modest.’  They’re  ‘insane.’ 


BY  LUCIA  MOSES 

IN  NEGOTIATING  ADVERTISING  CONTRACTS  FOR 
the  new  year,  newspapers  are  seeking  smaller 
rate  hikes  than  in  the  past,  reflecting  the 
reality  of  current  economic  conditions. 

“So  far,  rate-card  increases  have  been  modest, 
more  modest  than  I  had  anticipated,”  said  S.  Scott 
Harding,  chairman  and  CEO  of  Newspaper 
Services  of  America  (NSA),  the  DowTiers  Grove, 
Ill.-based  buyer  that  reports  it  places 
more  than  $1.6  billion  of  newspaper 

advertising  for  its  clients  annually.  The  Kli., _ 

boost  is  “still  more,  frankly,  than  a  H|| 
number  of  other  media.  But  this  is,  in 
general,  not  as  aggressive  as  we  would 
have  thought.”  The  typical  newspaper  is 
asking  for  hikes  of  3%  to  4%  for  retail 
run-of-press  (ROP)  advertising,  5%  to 
6%  for  national  ROP,  and  2%  to  3% 
for  inserts,  Harding  said,  adding  that 
most  of  his  bigger  newspaper  advertis- 


papers 
mind  the  economic 
pressure  now  on 
advertisers  — 
Steven  N.  Barlow, 
publishing  analyst 
for  Prudential 


A  U.S.  Supreme 
Court  deciskm 
handed  down  Tuesday 
could  make  it  harder 
for  newspaper  workers 


www.editorandpublisher.com 
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with  repetitive  stress 
injuries  to  get  help, 
say  union  officials 
who  plan  to  empha¬ 
size  the  issue  in 
contract  negotiations. 

But  newspaper 
representatives  say 
the  ruling  will  have 
little  effect,  if  any. 

In  its  unanimous 
decision,  the  high 
court  ruled  an  auto¬ 
mobile  plant  worker 
afflicted  with  carpal 
tunnel  syndrome  was 
not  covered  by  the 
Americans  with 
Disabilities  Act, 
which  mandates 
accommodations  for 
the  disabled. 

-  TODD  SHIELDS 


After  offering 
tuition-free 
seminars  for  jour¬ 
nalists  over  2001’s 
last  six  months  as  a 
gesture  of  support  for 
the  media  industry, 
the  Poynter  Institute 
of  St.  Petersburg,  Fla., 
will  offer  seven  fewer 
seminars  this  year  in 
an  effort  to  close  a 
$300,000  budget 
gap,  according  to 
President  James 
Naughton. 

Citing  revenue 
losses  from  last  year’s 
free  classes,  Naughton 
said  the  institute, 
owner  of  the  Sf. 
Petersburg  Times, 
would  have  to  tighten 
spending  to  stay 
within  its  annual 
$8-million  budget. 

The  cutback  means 
67  seminars  and  other 
events  will  be  held  this 
year  instead  of  the 
scheduled  74. 

-  JOE  STRUPP 


Securitie.s  Inc.  in  New  York,  estimates  that,  overall, 
newspapers  will  look  for  1%  to  2%  net  rate  increas¬ 
es  this  year  instead  of  the  usual  3%  to  4%.  The 
pressure  to  boost  rates,  even  by  a  little,  stems 
from  the  fear  that  if  they  don’t,  it  will  be  harder  to 
do  so  once  the  economy  improves,  Barlow  said. 
"They  don’t  want  to  set  a  precedent  of  not  asking  for 
a  rate  increase.” 

Newspapers  are  likely  to  get  it,  too,  because, 
unlike  most  other  media,  there  is  only  one  option 
in  most  markets  for  advertisers  who  want  to  buy  a 
local  daily  newspaper. 

The  Journal  Register  Co.  in  Trenton,  N.J.,  for 
instance,  said  most  of  its  23  daily  community 
papers  are  seeking  the  same  3%-to-3.5%  rate 
hikes  sought  in  previous  years.  The  company 
position  is  that  their  customers  accept  the  increases 
because  the  advertising  works  for  them. 


Some  advertisers  are  likely  to  maintain  their 
budgets,  but  decrease  their  frequency  to  compen¬ 
sate  for  the  rate  hikes,  buyers  said. 

Sears,  for  one,  will  spend  at  a  level  “similar”  to 
last  year.  Block  said.  “With  minor  exceptions,  I 
don’t  see  significant  reductions  in  spending 
planned  for  2002,”  NSA’s  Harding  said. 

Advertisers  often  grouse  about  the  complexities 
of  newspaper  rate  cards,  but  Media  First’s  Weiner 
said  now  is  the  time  for  them  to  take  advantage  of 
the  myriad  of  frequency  discounts  available  to  get 
the  most  for  their  ad  dollar. 

The  economic  malaise  has  brought  mostly  bad 
news  for  newspaper  advertising,  but  there  are 
exceptions.  Harding  said  some  newspapers  have 
taken  dollars  from  direct  mail,  which  has  suffered 
from  postal  rate  hikes,  mail-delivery  problems,  and 
consumer  fears  related  to  anxiety  over  anthrax.  II 


Legacy  oflomij  iceather  last  ivinter 

‘Ann  Arbor  News’ 


BY  MARK  FITZGERALD 


CHICAGO 

HE  Ann  Arbor 
(Mich.)  Neivs 
splashy  redesign 
—  created  by  one  of  the 
world’s  hottest  news¬ 
paper  designers, 
Montreal-based  Lucie 
Lacava  —  was  supposed 
to  make  its  debut  today. 
Instead,  readers  are 
seeing  the  same  old 
design,  although  printed 
on  the  narrower  page 
that  is  now  the  new 
broadsheet  standard. 

Readers  will  have  to 
wait  until  March  15  to 
see  the  new  design. 
Publisher  David  C. 

Sharp  said.  Production 
problems  at  the  paper’s 
brand-new  $39-million 
plant  not  only  are 
delaying  the  new  look 
but  also  seriously  slowed 
delivery'  of  Sunday  issues 
through  the  entire 
holiday  season.  Since 
Oct.  30,  the  newspaper’s 
weekend  on-time 
delivery  rate  has 
plummeted  to  10% 


Irom  an  average  of 
84%  in  2000.  Frustrated 
by  delays  that,  on  one 
memorable  Sunday  in 
December,  kept  the 
paper  from  arriving  at 


some  homes  until  late 
afternoon,  about  200 
subscribers  have  can¬ 
celed,  according  to  the 
55,217-circulation  daily. 

The  most  recent 
production  problem  has 
been  an  epidemic  of 
time-consuming  web 
breaks  on  the  two  Goss 
Graphic  Systems 
Magnum  offset  presses, 
which  replaced  the  News 


single  34-year-old  Goss 
Mark  II  letterpress. 
Publisher  Sharp  empha¬ 
sized,  however,  that  the 
breaks  are  not  the  result 
of  problems  with  Goss 
equipment.  (The  Chica¬ 
go  Sun-Times,  which 


!  also  has  delayed  a  re¬ 
design  launch  because  of 
production  problems, 
has  taken  Goss  to 
I  arbitration  over  its  six 
new  Goss  Colorliners. 
Among  its  many  claims 
of  defects,  the  tabloid 
blames  the  presses’ 
web-tensioning-and- 
dampening  systems  for 
production  delays.) 

“It  really  is  not  just  a 


Goss  issue,”  Sharp  said. 
“It’s  training,  it’s  a 
matter  of  working  out 
the  bugs  in  equipment. 

I  am  not  trying  to  put 
the  blame  on  one  thing. 
The  kind  of  things  we 
are  finding  on  the 
press  are  normal 
shakeout  things.” 
i  The  biggest  problem, 

I  Sharp  said,  was  last 
I  winter’s  harsh  weather, 
which  delayed 
construction  of  the 
Pittsfield  Township 
plant  —  and  pushed 
the  scheduled  start  of 
production  from  the 
slow  early-summer 
season  to  the  busy 
holiday  season. 

The  News  has  a  press 
run  of  about  58,000 
copies  daily  and  73,000 
Sundays.  The  new  plant 
is  also  printing  about 
20,000  daily  and 
30,000  Sunday  copies 
of  The  New  York  Times, 
which  Sharp  said  were 
not  affected  by  the 
production  or  delivery 
delays.  II 


Artist’s  rendering  of  The  Ann  Arbor  News'  new  plant, 
which  was  designed  by  the  Austin  Co.,  Cleveland 
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[adaptable] 


Compatible  lenses 

it  easily  adapts  to  any  environment.  The  famiHar  CHr^gn  makes  it  easy  for  you  to  adapt,  too. 


Canon 
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A  link  with  history,  but  no  chain 


BY  LUCIA  MOSES 

Lucy  Bartlett  Crosbie,  72,  was 
barely  out  of  her  teens  when  she 
took  command  of  her  family's 
paper,  The  Chronicle  in  Willimantic, 

Conn.  Then,  as  now,  would-be  buyers 
occasionally  came  knocking.  A  repeated 
caller  was  Thomas  J.  Dodd,  a  future 
U.S.  senator  and  father  of  current  Sen. 

Chris  Dodd.  “You  know,  I’d  really  like  to 
buy  this  paper  from  you,  little  lady,” 

Crosbie  recalled  the  elder  Dodd  saving. 

But  Crosbie,  who  ser\  ed  as  publisher 
for  39  years,  was  committed  to  keeping 
the  paper  in  family  hands.  On  Jan.  4,  the  prjpting  like  i 
paper  marked  its  125th  year  of  family 
ownership,  dating  back  to  1877  when  John  McDonald, 
Crosbie’s  great-grandfather,  first  published  its  fore¬ 
runner,  the  Willimantic  Enterprise.  It  was  renamed 
The  Chronicle  two  years  later.  Today,  she  is  an  active 
president,  while  her  sons,  Kevin  and  Vincent,  serve  as 
publisher  and  board  member,  respectively. 

The  Chronicle  belongs  to  an  elite  group  in  U.S. 
newspaperdom,  as  Santa  Fe,  N.M.-based  Dirks,  Van 
Essen  &  Murray  counts  only  15  dailies  that  have  been 
owned  by  the  same  company  for  130  years  or  more. 
New  England  “used  to  be  one  of  the  last  bastions  of 
strong,  independent  newspapers,”  said  Morley  L. 
Piper,  executive  director  of  the  New  England  News¬ 
paper  Association,  "but  I  think  that’s  changed  a  lot.” 

The  Chronicle  has  also  bucked  the  trend  toward 
morning  publication.  While  the  number  of  p.m.  pa- 


Printing  like  it’s  1899:  Chronicle  composing  in  the  next-to-last  century 


pers  dwindles.  The  Chronicle  is  holding  its  own  as  an 
afternoon  paper  surrounded  by  a,m.  dailies. 

Willimantic,  a  former  mill  town  now  dominated  by 
colleges  and  farms,  supplies  a  modest  but  stable  ad¬ 
vertising  and  readership  base.  New-circulation-start 
and  retention  efforts  helped  boost  daily  circulation 
7.81%  in  one  year  —  to  10,423,  as  of  March  31,  2001, 
from  9,668,  as  of  March  31,  2000,  according  to  the 
Audit  Bureau  of  Circulations  —  although  some  of 
those  gains  were  lost  as  the  year  went  on. 

While  the  market  may  be  slow  on  growth,  Lucv’ 
Crosbie  is  confident  that  local  news  and  good  service 
will  keep  The  Chronicle  strong.  "We’re  optimistic 
about  the  future,”  she  said.  “If  not,  Kevin  and  Vincent 
and  I  would  be  on  a  beach  somewhere  instead  of 
working  like  crazv  .”  11 


Newspapers  First:  Linkers  motto  &  job 


Veteran  ad  man  enlists  at  rep  firm 


BY  JOE  STRUPP 

Erich  Linker 
downplays  talk 
of  a  depressed 
newspaper  advertising 

market  in  - 

2002.  In  fact, 
the  new  senior 
vice  president 
of  national 
sales  for 
Newspapers 
First  believes 
a  down  econo¬ 
my  is  the  best  Erich 

time  for  pub-  Senk 
Ushers  to  pitch  New! 


^  P  P  their  product  as  an  ad 

CER  vehicle.  To  do  this, 

s  talk  Linker,  53,  stresses  that 

ssed  newspapers  and  mar- 

tising  keters  must  look  beyond 

- the  usual 

approaches  to 
make  things 
happen. 

"We  need 
to  build  more 
creative  sell¬ 
ing,”  he  said. 
“That  could 
Erich  Linker  be  Internet 

Senior  V.P,,  activity. 


Newspapers  First  shared  mail. 


polybagging,  whatever 
can  work.” 

Among  the  ideas  he 
hopes  to  implement  are 
sales  approaches  that 
allow  advertisers  to  buy 
smaller  blocks  of  news¬ 
paper  space  to  make  it 
more  affordable. 

Linker,  who  replaces 
the  retiring  James  Lytle, 
said  newspapers  need  to 
give  marketers  new  ideas 
about  using  them  “and 
demonstrate  their  place 
in  a  mixed  media  [buy].” 

Linker  comes  to  New 
York-based  Newspapers 
First  from  Orb  Inc.,  an 
Internet  communica¬ 


tions  marketing  compa¬ 
ny  where  he  was  senior 
vice  president  for  corpo¬ 
rate  development.  He 
also  served  as  executive 
vice  president  of  adver¬ 
tising  sales/events  for 
PressPoint  Inc.  and 
spent  more  than  20 
years  in  similar  posts  at 
TheNeu'  York  Times. 

Newspapers  First 
serves  38  markets,  with 
client  papers  including 
the  Houston  Chronicle, 
The  Arizona  Republic  in 
Phoenix,  The  Philadel¬ 
phia  Inquirer,  the 
Detroit  Free  Press,  and 
The  Miami  Herald.  H 


msiPii 

Following  a  year 
when  it  had  to 
endure  dozens  of  staff 
cuts,  the  Saint  Paul 
Pioneer  Press  is 
offering  buyouts  to 
24  employees  in  its 
circulation  and 
editorial  departments. 

Pioneer  Press 
Publisher  Harold 
Higgins  said  the  offer 
was  made  last  month 
to  a  group  of  workers 
who  have  until  the 
end  of  this  month  to 
decide  whether  to 
accept  or  reject  it. 

The  latest  cost¬ 
cutting  effort  comes 
months  after  52 
workers  took  similar 
offers  to  leave  the 
paper.  Explaining 
the  need  for  the 
additional  cutback, 
Higgins  said, 

“Business  continues 
to  be  weak.” 

-  JOE  STRUPP 

DIXON  HASHIS 
FIllOFPHILLY 

In  addition  to  the 
tall  task  of  figuring 
out  how  to  reverse 
steep  circulation 
declines.  The  Phila¬ 
delphia  Inquirer’s 
new  editor,  Walker 
Lundy,  now  has  to 
find  a  managing  editor 
to  replace  Phillip 
Dixon,  who  resigned 
last  week. 

Dixon,  50,  the 
second  managing 
editor  of  the  Inquirer 
to  leave  in  the  past 
year,  told  E&P  he 
wants  to  pursue  other 
interests,  possibly 
teaching. 

-  LUCIA  MOSES 
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NNA,U$P$OK 
ON  MAIL  RATES 

In  negotiations 
with  the  National 
Newspaper  Associa¬ 
tion  (NNA),  the  U.S. 
Postal  Service  (USPS) 
has  dropped  its 
proposal  to  increase 
charges  for  mail  deliv¬ 
ery  of  in-county  news¬ 
papers  dropped  at 
outlying  post  offices. 

As  part  of  the  deal  it 
announced  Tuesday, 
the  Arlington,  Va.- 
based  NNA  will  not 
contest  the  USPS  bid 
for  broad  postage-rate 
increases.  The  service 
in  September  pro¬ 
posed  no  change  or 
slight  reductions  in 
many  of  the  rates  used 
by  the  community 
newspapers  the  NNA 
represents,  but  asked 
for  increases  of  10% 
to  12%  for  other  mail 
categories. 

The  independent 
Postal  Rate  Commis¬ 
sion  is  reviewing  the 
USPS  rate  case. 

-  TODD  SHIELDS 

ITTTEtHWEEK.’ 

NQTWEAKnCH 

While 

economy  has 
technology  publica¬ 
tions  folding  or  scaling 
back,  Barron’s  is 
expanding  its  tech 
coverage  with  the 
addition  of  a  fourth 
section,  "Technology 
Week,”  starting  today. 

The  Dow  Jones  & 

Co.  Inc.  weekly  plans 
to  offer  guidance  in 
buying  tech  stocks  in 
the  belief  that  now  is  a 
good  time  to  invest  in 
the  sector. 

-  LUCIA  MOSES 


CALENDAR 


FEBRUARY 

Bn  E&P’s  13th 
U  Annual  Inter¬ 
active  Newspapers 
Conference  &  Trade 
Show,  Adweek 
Conferences,  San  Jose 
Convention  Center, 
San  Jose,  Calif. 


M 


Newspapers  of  America, 
Sheraton  Bal  Harbour 
Beach  Resort,  Bal 
Harbour,  Fla. 


m 


WAN  News¬ 
paper  Adver¬ 
tising  Conference, 
World  Association 
of  New  spapers,  Le 
Meridien  Beach  Plaza, 
Monte  Carlo,  Monaco 

0  J  07  Inland  Key 
l4  LI  Executives 
Conference,  Inland 
Press  Association,  The 
Registry  Resort  Hotel, 
Naples,  Fla. 

07  1  SNA  Spring 
LI  I  Publisher's 
Conference,  Suburban 


ACP  National 
College  News¬ 
paper  Convention, 

Associated  Collegiate 
Press,  Hyatt  Regency 
Los  Angeles,  Los 
Angeles 

MARCH 

HINMA  Circu¬ 
lation  Summit, 

International  News¬ 
paper  Marketing  Asso¬ 
ciation,  Renaissance 
Scottsdale  Resort, 
Scottsdale,  Ariz. 

Minma 

Customer- 
Relationship 
Marketing  Workshop, 
International  News¬ 
paper  Marketing  Asso¬ 


ciation,  Renaissance 
Scottsdale  Resort, 
Scottsdale,  Ariz. 

M  National 

Computer- 
Assisted  Reporting 
Conference,  Investi¬ 
gative  Reporters  and 
Editors,  National 
Institute  for  Computer- 
Assisted  Reporting,  and 
The  Philadelphia 
Inquirer,  DoubleTree 
Hotel,  Philadelphia 


1M9 


Mid-Atlantic 
NAME  March 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 
Emerald  Pointe  Resort 
&  Conference  Center, 
Lake  Lanier  Islands,  Ga. 


Affairs  Conference, 
National  Newspaper 
Association,  Hyatt  Re¬ 
gency  Capitol  Hill, 
Washington 


25-29 


20-23 


NNA  41st 
Government 


New  Media 
World,  America  East, 
Editor  &  Publisher, 
and  13  state  press 
associations,  Hershey 
Lodge  and  Convention 
Center,  Hershey,  Pa. 

APRIL 

on  1  NAA  Annual 
lO  I  Convention, 

Newspaper  Association 
of  America,  Hilton 
New  Orleans  River¬ 
side,  New  Orleans 

NOTE:  To  list  events, 
please  e-mail  to 
calendar@editorand 
publisher.com  or feuv 
to  (646)  654-5370. 


The  sleek  shall  inherit  the  Eami 

Awards  go  to  Infiniti  and  bepd 

Feline-flavored  auto  ad:  It's ‘Dandy’  h 


BY  J.J.  MC  GRATH 

Nobody  likes  a 
cheater,  but 
everybody 
loves  the  cheetah. 

In  fact,  one  of  these 
cool  cats  had  a  starring 
role  in  ‘The  New  Q 
Campaign”  that  sped 
away  Wednesday  with 
best-of-show'  honors 
in  the  Newspaper 
Association  of  America’s 
2002  Dandy  Awards  for 
e.xcellence  in  automotive 
new'spaper  advertising. 

Splitting  a  $20,000 
cash  prize  for  the 
series  that  won  the 


Dandy  for  best  ad 
campaign  by  a  new'-car 
manufacturer  were  the 
advertiser  —  Infiniti 
Division  of  Nissan  of 
North  America, 
Gardena,  Calif.  —  and 
its  agency  —  TBWA\ 
Chiat\Day,  Los  Angeles. 
The  series  appeared  in 
The  Wall  Street  Journal. 

Other  Dandy 
award  winners  in 
the  manufacturer 
categories  announced 
during  the  North 
American  International 
Auto  Show  in  Detroit 
were: 


•  “Cloud  Nine, 

Cloud  Ten”  —  on  behalf 
of  BMW  of  North 
America  LLC,  Woodcliflf 
Lake,  N.J.,  by  Fallon 
Minneapolis  in  The 
Wall  Street  Journal  — 
for  best  manufacturer 


image  ad;  and 

•  “Happy  Mother’s 
Day”  —  on  behalf  of 
Toyota  Motor  Sales  USA 
Inc.,  Torrance,  Calif.,  by 
Saatchi  &  Saatchi  Los 
Angeles  in  USA  Today  — 
for  best  use  of  color.  11 
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PATRICK  FARREl.I./TifK 


ILLINOIS 

Dan  McGrath  to  associate  managing  editor 
for  sports  at  the  Chicago  Tribune  from 
sports  editor.  He  succeeds  John  Cherwa, 
now  in  charge  of  Olympics  coverage. 

Kerry  Luft  to  the  newly  created  position 
of  sports  editor  for  enterprise  from 
national  editor. 

MARYLAND 

Dianne  Donovan  to  editorial  page  editor 
of  The  Sun  in  Baltimore  from  senior 
editor  for  staff  recruitment  and  editorial 
columnist  at  the  Chicago  Tribune.  She 
succeeds  Jacqueline  Thomas. 

Jean  Thompson  to  co-associate  editor 
from  assistant  managing  editor  for  staff 
development. 

M INNESOTA 
Marti  Buscaglia  to  publisher  of  the  Duluth 
Neu's  Tribune  from  rice  president  of 
marketing  and  communications  for  The 
Sun  in  Baltimore,  effective  Feb.  4.  She 
succeeds  Mary  JacobUS.  now  publisher  of 
The  Neu's-Sentinel  in  Fort  Wayne,  Ind. 

NORTH  DAKOTA 
Carole  Tarrant  to  managing  editor  of  the 
Forum  in  Fargo  from  leisure-team  leader 
at  The  Tampa  (Fla.)  Tribune.  Tarrant 
succeeds  Dennis  Doeden,  now  publisher 
oi  The  Pioneer '\n  Bemidji,  Minn. 

Kevin  Schnepf  to  assistant  managing  editor 
from  news  editor. 

OHIO 

Greg  Ptacin  to  president  and  publisher  of  the 
Chillicothe  Gazette.  Ptacin,  who  remains 
president  and  publisher  of  the  Lanca.ster 
Eagle-Gazette,  succeeds  Marvin  Jones. 

SOUTH  CAROLINA 
William  A.  Collins  to  the  newly  created 
position  of  executive  editor  at  The  Indea  - 
Journal  in  Greenwood.  Collins  remains 
editor  of  the  editorial  pages. 

■  •  ♦ 

FLORIDA 

Joe 

Oglesby 

to  editorial  page 
editor  for  The 
Miami  Herald 
from  associate  editorial  page 
editor.  Oglesby  succeeds  Tom 
Fiedler,  now  executive  editor. 


BY  JAMIE  SANTO  NEWSPEOPLEg  EDITORANDPUBLISHER.COM 

RHODE  ISLAND 

Maura  P.  Brodeur 

Maura  Brodeur,  senior  sales  director  for 
operations  at  The  Providence  Journal,  has 
been  named  director  of  advertising.  She 
succeeds  Vice  President  of  Advertising 
Donald  J.  Ross,  who  retired.  Since  joining 
the  Journal  in  1963  as  a  telephone  sales 
representative,  Brodeur  has  held  a  number 
of  executive  posts  in  the  newspaper’s  advertising  department. 
She  is  president  of  the  Classified  Federation  of  the  Newspaper 
Association  of  America  and  first  vice  president  of  the  New 
England  Newspaper  Association. 


WASH INGTON 
Jeff  Hood  to  chief  financial  officer  of 
Pioneer  Newspapers  in  Seattle  from  chief 
financial  officer  of  Sierra  Energx'  Co. 
in  Colfax,  Calif.  Hood  will  succeed  David 


Sonnichsen.  who  is  retiring  Jan.  31. 

Mike  GugliOttO  to  the  newly  created  position 
of  chief  operating  officer  from  general 
manager  of  Lehman  Communications 
Corp.  in  Longmont.  Colo. 


Dirks,  Van  Essex  &  MrRtLW 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newspapers  oTon^ 


non-daily  newspaper  groups. 


Dit1(s,  Van  Essen  &  Murray 

1 1 9  E.  Marcy  Street,  Suite  1 00 

Santa  Fe.  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  info@dirksvanessen.com 

www.dirksvanessen.com 


r>iren  \  <ui  Essen 


Philip. MiOTuy 
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By  doing  almost  nothing  to  develop  youthful  printers,  ss:  u.n, 
newspaper  industry  risks  an  actuarial  and  technological  ;.i  isi> 


WITH  THE  NATIONAL  UNEM- 
plovTOent  rate  at  its  high¬ 
est  point  since  1994  and 
newspapers  continuing  to 
move  workers  out  the  door,  recruitment 
issues  that  so  recently  preoccupied  the 
industiy  are  barely  mentioned  these  days. 

That's  especially  tme  in  labor-intensive  j 
newspaper  production  departments,  where,  j 
g(X)d  times  or  bad,  the  industiy 's  eternal 
human-resource  prioriU’  is  to  automate 
packaging-center  jobs  out  of  existence,  and  j 
reduce  printing-press  crews  with  better 
technology’  or  tougher 
contract  bargaining.  NcWSpapCF 

With  top  production 

executives  in  PhoenLx  this  prCSSIllCll  IIFC 

week  for  the  Newspaper  unilSliallv 

Association  ot  America  s  ‘ 

SuperConference,  this  is  a  SUpCraiiniiated 

eiHKi  time  to  mtleet  on  bllie-COllar 

whether,  m  the  pressroom 

at  least,  this  slimming  WOtIv  foi’CC. 

strategy  has  been  too 
successtiil  for  the  industry's  own  good. 

To  put  it  plainly,  w  hile  newspapers  are 
wisely  replacing  their  aging  equipment, 
they  appear  to  be  giring  almost  no  thought 
to  the  fiiture  of  their  aging  pressroom  staff. 

Thanks  to  union  seniority  and  lifetime  job 
guarantees  on  one  hand  and  two  decades  of 
management  whittling  away  back-shop 
jobs  on  the  other,  newspaper  pressmen  — 
and.  yes,  they  arc  still  overwhelmingly  male 
—  are  an  unusually  superannuated  blue- 
collar  work  force.  Yet,  at  many  papers,  the 
only  strategy  for  pressroom  turnover  seems 
to  be  the  rather  cniel  and  haphazard  one  of 
hoping  for  a  strike  and  then  hiring  people 
willing  to  cross  picket  lines. 

Publishers  seem  to  think  that,  one  way  or 
another,  technology’  will  solve  this  labor 


problem.  Certainly,  they’ve  made  the 
investment.  Newspapers  are  now  in  the 
midst  of  a  massive  overhaul  of  manufac¬ 
turing  infrastnicture  that  rivals  the 
industmvide  conversion  to  offset  printing 
in  the  1970s  and  ’80s.  While  this  new' 
equipment  will  deliver  a  big  leap  in  pro- 
ducthity',  it  still  requires  human  operators. 

MAN  Roland  CEO  Yves  Rogiviie  makes 
a  usefi.ll  distinction  between  what  he  calls 
“press  assistants,”  relatively  unskilled  work¬ 
ers  performing  a  few'  necessary'  manual 
tasks,  and  “press  pilots,”  those  who  need 
constantly  evolving  and 
sophisticated  skills  to 
operate  tomorrow’s  press- 
11  lire  room.  To  cultivate  press 

lallv  pilots,  MAN  Roland  last 

‘  fall  launched  “Learning 

11  ll  a  t  e  cl  Leadership”  grants.  The 

J,  first  of  these  funds  a  virtual 

pressroom  with  computer 
CC .  controls  and  Webcams 

that  connect  students  at 
the  Rochester  (N.Y.)  Institute  of  Technol¬ 
ogy’  to  commercial  sheetfed  presses  in  MAN 
Roland’s  Westmont,  Ill.,  headquarters. 

Also  on  the  commercial  side,  the 
Printing  Industries  of  America  launched  an 
initiative  last  summer  to  sell  young  people 
on  printing  careers.  While  the  campaign 
slogan  —  “Make-Ready  a  New  Generation” 
—  is  an  unfortunate  choice,  the  well-done 
promotional  materials  reflect  an  acute 
aw'areness  that  commercial  printing’s 
future  depends  on  successfiil  recruiting. 

It’s  puzzling  that  newspapers,  which  for 
two  decades  have  tied  themselves  in  knots 
to  attract  a  more  diverse  mix  of  newsroom 
employees,  apparently  do  not  feel  the  same 
urgency  about  recruiting  the  right  people  to 
run  their  new  and  expensive  machines. 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22, 18H4:  Newspaperdom,  March  1892: 
The  Fourth  F^state,  March  1.  1894;  Editor  &  Publisher.  June  29,  1901;  Advertising,  June  22, 1925. 

OFFICES:  General;  770  Broadway.  New  York,  NY  10003;  Voice:  (646)654-5270;  Editorial  fax:  (646)  654-5370;  Advertising 
fax:  (646)  654-5125;  Corporate  e-mail:  edpub(2)editorandpublisher.com;  Web  site:  http://www.editorandpubhsher.com.  Chicago: 
6505  W.  Palatine  Ave..  Chicago,  IL  60631;  (773)  792-3512;  fax  (773)  792-3513.  Mark  Fitzgerald,  Editor  at  Large.  Carmel:  RO. 
Box  223513,  Carmel.  CA  93922-3513;  (831)  625-6902;  fax  (831)  625-6911.  Jill  Ann  ^ 

Martin.  Western  Regional  Advertising  Manager.  Washington:  1700  K  St.  NW,  Suite  306, 

Washington.  DC  20006;  (202)  833-2551.  Todd  Shields,  Washington  Editor. 
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com-paM 


noun:  capable  of  existing  together  in  harmony 


DGM  is  here  to  support  you 
with  Parts,  Service  and  Add-On 
Printing  Units  compatible  to  Goss  Community™ 
and  Goss  Urbanite'^'^.  Single  width  technology  is 
our  specialty  -  24  hour  emergency  service  is  what 
sets  us  apart.  Call  or  log  on  today  to  see  the 
DGM  difference  for  yourself. 


DQM  Parts 


DQM  Service 


Single  Width  Technology  For  The  Future 


Dauphin  Graphic  Machines,  inc. 

u’ wu' .  dauphingraphic .  com 


PAMARCO 


A  Pamarco  Tectinol(^ies  Company 


EQUIPMENT 

prepress 

SOFTWARE  CONSULTING  SERVICES 

Nazareth,  Pa. 

Announced  sales,  services,  and  upgrades  at 
tw'o  dozen  dailies  across  the  countrj', 
ranging  from  major  metros  in  New  York, 
Chicago,  and  San  Francisco  to  local  papers 
in  Kennebec,  Maine,  and  Kennewick, 

Wash.  Work  at  weeklies  included  The 
Village  Voice,  New  York,  and  the  St.  Louis 
Suburban  Journals.  Other  customers 
included  Investor s  Business  Daily,  Los 
Angeles;  El  Nacional,  Caracas,  Venezuela; 
New  York  Times  Co.  magazines;  and  Little 
Nickel  Want  Ads,  Lynnwood,  Wash. 

SCS  also  installed  components  of  its 
enterprise  newspaper  system  at  The 
Minnesota  Daily,  University'  of  Minnesota, 
Minneapolis,  circulation  31,000.  AdMAX 
facilitates  retail-  and  classified-advertising 
management,  from  order  entry  to  billing  to 
accounting.  JLayout  automates  display  ad 
dummying  based  on  site-defined  criteria 
and  advanced  dummying  algorithms. 
SCS/LinX  is  a  QuarkXPress  XTension  that 
imports  JLayout  ad  geometries,  edition 
designs,  and  ads  into  XPress  documents  for 
pagination.  AdMAX  supports  multiple 
publications  with  flexible  zoning, 
cross-selling  among  multiple  publishing 
sites,  and  unlimited  rate  tables.  It  features 
dynamic  pricing  and  real-time  or  batch 
credit-card  processing.  The  33-seat 
installation  runs  on  Linux,  using  dual  Dell 
1400  Pentium  III  servers  w’ith  a  central 
data  silo  and  SCSI  switch.  Java-based 
JLayout  can  run  on  Linux,  Macintosh, 

Unix,  and  Windows  platforms  without  code 
changes.  LinX  imports  the  JLayout  design 
file  and  ad  dummies  and  builds  XPress 
pages  with  appropriate  dimensions  and  ad 
reservations,  ready  for  editorial  copy  and 
completed  ads. 

output  systems 

AGFACORP. 

Ridgefield  Park,  N.J. 

Is  the  exclusive  plate  supplier  for  computer- 
to-plate  (CTP)  production  at  New' York 
Times  Co.  printing  sites  for  The  New  York 
Times  in  Edison,  N.J.,  and  College  Point, 
N.Y.,  and  for  The  Boston  Globe  after  testing 
showed  its  N91  offered  superior  print  quali¬ 
ty,  run  length,  and  production  speed.  The 
v'isible-light  plate’s  new'  coating  gives 


Agfa’s  N91  plate  will  be  used  exclusively  in  computer- 
to-plate  operations  at  The  New  York  Times  and  The 
Boston  Globe  production  plants. 


Baldwin’s  Impact  automatic  blanket 
cleaning  system  is  being  used  on  all  64 
print  couples  at  Western  Newspapers. 


cleaning  systems  to  Northcliffe 
New'spapers’  Western  Newspaper 
Printers  Ltd.,  Bristol,  England,  for 
the  64  blanket  cylinders  of  its  eight- 
tower  Goss  HT70  press.  Using  a 
medium  impregnated  w'ith  the  cor¬ 
rect  amount  of  low  -volatile-organic- 
compound  cleaner,  the  equipment 
can  clean  all  blankets  simultane¬ 
ously  in  eight  minutes.  Once  soiled, 
the  medium  is  wound  on  a  take-up 
spindle  into  a  disposable  roll. 
Western  Managing  Director  Mark 
WTiittaker  said  the  equipment  w  as 
ordered  to  preserve  running  time 
w'ithout  sacrificing  print  quality. 


400,000-plus  impressions  w'ithout 
recourse  to  baking  (or  more  than  a  million 
impressions  when  baked). 

WESTERN  LITHOTECH 

St.  Louis 

Is  supplying  a  DiamondVision  DS  optical 
punch  bender  for  each  of  Dow'  Jones  &  Co. 
Inc.’s  17  U.S.  print  sites.  The  punch  bender 
relies  on  image  location  rather  than  pin- 
register-hole  locations  to  achieve  accurate 
plate-to-press  registration,  compensating 
for  potential  errors  in  image  alignment  by 
shifting  the  image  on  an  x,  y  rotary'  table 
before  one-step  press-notch  punching  (re¬ 
peatable  w'ithin  0.0005  inch)  and  bending. 

MONOTYPE  SYSTEMS  INC. 

Rolling  Meadows,  III. 

Sold  the  Dauphin  (Manitoba)  Herald  a 
Pantara  62  Wide  High  Speed  imager  to 
generate  plates  using  Mitsubishi  Imaging 
Silver  DigiPlate  polyester  material.  The 
Pantara  can  image  at  75  inches  per  minute 
at  1,016  dpi  across  24 ’/s  inches.  The  Herald 
became  the  fourth  Pantara  62  polyplate 
CTP  newspaper  site,  joining  the 
Wainwright  (Alberta)  Star,  Gettysburg 
(Pa.)  Times,  and  Cadillac  (Mich.)  News. 

pressroom 

BALDWIN  TECHNOLOGY  CO.  INC. 


HEIDELBERG  WEB  SYSTEMS 

Dover,  N.H. 

Will  install  two  Mainstream  presses  in 
Toulouse  for  the  Depeche  du  Midi  group,  a 
large,  family-run  French  newspaper  pub¬ 
lisher,  with  annual  turnover  of  S135  million 
and  major  shares  in  the  TV’  and  travel 
sectors.  The  parent  of  La  Depeche  du  Midi 
(daily  circulation  218,000)  and  several 
regioncd  daily,  weekly,  and  free  papers  (in¬ 
cluding  the  300,000-copy  Publi  Toulouse) 
sought  more  color,  greater  fle.xibility  in  the 
number  of  sections,  and  the  ability  to  more 
productively  handle  multiple  editions, 
according  to  Jean-Michel  Baylet,  Dep^he 
du  Midi  chairman  and  managing  director. 
Each  press  will  have  four  eight-couple 
tow  ers,  seven  Contiw  eb  FD  pasters,  and  a 
JF-255  folder.  Installation  will  begin  late 
this  year,  v\ith  commissioning  planned  for 
summer  2003,  when  the  presses  will 
replace  three  Harris  N-l650s  from  the  late 
1970s.  The  one-plate-around,  four-page¬ 
wide  Mainstream  prints  up  to  80,000 
copies  per  hour  from  same-size  plate  and 
gapless-blanket  cylinders.  Besides  requiring 
half  the  plates  of  a  two-around  press,  the 
straight-only  Mainstream  provides  the 
layout  versatility'  of  two-page  jumps  and 
sections  with  unequal  page  counts. 

GOSS  GRAPHIC  SYSTEMS  INC. 


Shelton,  Conn. 

Sold  Impact  Global  automatic  blanket 


Nantes,  France 

Sold  a  Universal  50  to  Finland's  Keski- 
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Contra  Costa  County,  Calif.,  Akron,  Ohio, 
Columbia,  S.C.,  and  St.  Paul,  Minn.,  allow 
consumers  to  start  subscriptions,  pay  by 
credit  card,  request  temporary'  stops, 
submit  service  complaints,  and  review 
billing  online  at  any  time.  With  industry'- 
wide  introduction  planned  for  this  year, 
InfiNet’s  offering  uses  technology'  from 
Seattle-based  WRQ.  It  customizes  and 
hosts  the  application  for  each  newspaper 
and  provides  training  and  support. 


different  zoned  packages,  which  then  will 
be  bagged,  palletized,  and  sent  to  the  field, 
where  they  will  be  combined  with  the 
mainsheet.  The  three  new  FSI  packaging 
systems  include  192  hoppers,  hopper  load¬ 
ers,  stackers,  conveyors  and  diverters,  and 
label  applicators  and  verifiers  from  Prim 
Hall.  Polyvvrappers,  strappers,  palletizers, 
and  buffering  systems  will  complete  the  in¬ 
stallation.  Custodial  conveyors  will  permit 
tracking  of  individual  packages,  providing 
ftiture  address-specific  capabilities. 

The  purchases  are  part  of  a  $100-million 
investment  that  already  e.xpanded  the 
Freedom  Center  and  involves  construction 
of  a  115,000-square-foot  facility  dedicated 
solely  to  collating.  The  Sunday  product's 
size  prompted  the  preference  for  collating 
instead  of  inserting  to  save  labor  and  time 
(one-pass  production,  with  no  gaps 
between  zones)  and  improve  product 
presentation  (all  FSIs  in  one  package). 
Each  week,  the  collators  will  process  nearly 
1.1  million  Sunday  packages. 

business  systems 

INFINET 

Norfolk,  Va. 

Installed  and  manages  Web-based 
subscription-management  portals  inter¬ 
facing  to  the  front-end  systems  of  five 
dailies  published  by  its  part-ovv'ner,  Knight 
Ridder.  Portals  operating  in  San  Jose  and 


Uusimaa  Oy,  where  it  replaces  a  Solna 
press  to  print  the  company’s  12  newspapers 
and  a  growing  list  of  contract  jobs, 
including  the  Finnish  version  of  Metro. 

To  meet  demand  for  color  on  all  pages, 
the  press  has  six  four-high  towers  for  48 
ftill-color  tabloid  pages.  Six  reelstands  sit 
perpendicular  to  the  press.  A  1:3:3  jaw 
folder  handles  broadsheet,  tabloid,  and 
quarterfold  products. 


Augsburg,  Germany 

Partnered  with  Indian  press  manufacturer 
Manugraph  Industries  Ltd.  to  sell  in 
selected  markets  Manugraph’s  commercial 
Manuline  (magazines,  newspaper  inserts) 
and  four-page  Newsline  45  (small  to 
midsize  newspapers)  and  allow 
Manugraph  to  make  and  sell  MAN’s 
Uniset  60  eight-page  new  spaper  press  in 
India,  where  Manugraph’s  market  share 
stands  at  approximately  80%,  for  $25 
million  in  annual  sales.  Its  customers  are 
papers  of  all  sizes,  including  Madras-based 
The  Hindu  and  New  Delhi-based  The 
Times  of  India  and  The  Hindustan  Times. 


Mississauga,  Ontario 
Supplied  an  online  new'sprint-manage- 
ment  system  for  Scripps  Howard  Supply, 
w'hich  buys  new'sprint  for  the  E.W.  Scripps 
Co.’s  21  dailies,  allow'ing  the  group  to  man¬ 
age  ordering  and  shipping,  analyze  inven¬ 
tory  and  consumption,  and  pay  suppliers 
directly  from  online  shipping  manifests. 


plant  design 

DARIO  DESIGNS  INC. 


Framingham,  Mass. 

Has  completed  work  on  facilities  for  four 
flexo-printed  newspapers.  It  designed  and 
consulted  on  the  new  production  facility 
for  the  Lineoln  (Neb.)  Journal  Star,  w  hich 
houses  a  MAN  Roland  Fle.xoman  press. 
Another  new  MAN  Roland  flexo  press 
went  into  the  Chattanooga  (Tenn.)  Times 
Free  Press  facility,  w  here  Dario  Designs 

planned  the  renovation. 
Dario  Designs  also  was 
responsible  for  master- 
planning,  architecture, 
engineering,  and 
construction  admini- 
' ' ,  stration  at  The  Press  of 

Atlantic  City  (N.J.), 
which  moved  its  adver- 
I  tising  and  production 

/  support  areas  into  a 

renovated  building. 

The  Boston  Herald 
commissioned  the  firm 
to  handle  architecture, 
engineering  (structural, 
mechanical,  electrical, 
plumbing,  and  fire 
protection),  construction 
administration,  and 
installation  coordination 
of  its  KBA  press  and 
press-support  systems. 

Dario  Designs  Inc.  handled 
changes  to  the  production 
plant  during  the  Boston 
Herald's  installation  of 
KBA  flexo  presses. 


Fort  Lee,  NJ. 

Entered  an  alliance  vv'ith  press  control 
systems  maker  Eltromat  GmbH  for  the 
marketing  of  on-press  color-management 
systems.  The  agreement  calls  for  Eltromat 
to  buy  Colour  Valid  Group  Ltd.,  a  British 
manufacturer  of  such  systems  and  in 
which  Sun  Chemical  is  majority'  share¬ 
holder.  Colour  Valid’s  AccuColour  uses 
v'ideo  technology  to  measure  color  on  press 
to  achieve  faster  starts  and  less  waste. 


Elizabethville,  Pa. 

Added  tw'o  DGM  435  four-high  towers 
to  an  existing  press  line  at  North  Wales 
Newspapers,  Mold  Filshire,  Wales.  It  also 
sold  four  DGM  435  four-high  towers  and 
a  1030  folder  to  Dominican  Republic 
newspaper  and  commercial  printer 
Editorial  AA,  Santo  Domingo,  and  sLx 
DGM  430  four-high  tow'ers  to  the  Jawa 
Pos,  Surabaya,  Indonesia. 


post-press 

PRIM  HALL  ENTERPRISES  INC. 


Plattsburgh,  N.Y. 

Received  its  second  major  order  for  FSI 
Packaging  Systems  from  the  Chicago 
Tribune  for  Sunday  collating  and  poly- 
wrapping.  To  be  operating  next  fall,  the 
systems  will  assemble  more  than  1,000 


No  tall  story: 

The  highest  productivity 
on  the  smallest  footprint 
In  the  newspaper  world. 


The  WIFAC  OF  370  GTD  six-high  tower  in  a  space-saving 
compact  configuration.  !t  produces  a  complete  -»8-page  news¬ 
paper  with  16  four-color  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  "^O.OOO  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mode  in  the  same  tower. With  this 
high-end  productivity  rating  on  such  a  small  footprint,  the  VO  FAG  OF 
370  GTD  is  unparalleled.  Yet  the  6-high  tower  -  almost  the  same  height 
as  a  conventional  -i-high  tow  er  -  offers  you  up  two-thirds  more  capacity, 
superior  printing  qualitv',  webbing  flexibilit)’  and  waste  savings.  All 
controls  are  accommodated  in  each  of  these  autonomous  printing 
units,  so  you  don't  need  separate  air-conditioned  rooms  and  special 
wiring.  A  WIFAG  OF  370  6-high  tower  is  a  highly  proactive,  compact  web 
press  w  hich  allow  s  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Would  you  like  to  know  more 
about  high  productivity  ?  Let’s  talk  about  it! 


WIFAG 


U'lFAG.  (hO (iunb\  Road.  Marietta.  (iA  .MMK" 
Contact:  J(K‘  Ondra.s.  Phone  "’"'O-SSO  8S 1 1  -  Fxx  ""O-SSO  8SS()  -  wifag.com 
WlFAfi  AG,  .MX)1  Bern  (Switzerland)  -  Phone  3.^33 -Fax  -H  1-31-3.39  36  ()6 
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Commercial  density,  highlighted 
by  three  large  malls  near  heavily 
traveled  highways,  and  a  largely 
affluent,  ever-expanding 
residential  reach  characterize  New 
Jersey’s  northeastern  corner.  They 
make  for  an  attractive  challenge  in 
multimedia  marketing  amid 
increasing  demographic  diversity. 
On  one  server,  Sybase  technology 
manages  all  the  corresponding 
data  on  a  single  disk. 


THEY  WENT 
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Trying  to  make  the  most  of  its  market  s  opportunities,  North  Jersey 
Media  can  turn  to  a  warehouse  of  information  and  tools  to  use  it 

BY  JIM  ROSENBERG 

F  NEWSPAPERS  TRULY  ARE  IN  THE  INFORJVIATION  BUSINESS,  IF  THEY  CAN  KEEP  TRACK 
of  everything  from  school  lunches  to  space  launches,  shouldn’t  they  also 
know  more  than  a  little  about  their  readers  and  their  own  businesses?  The 
challenge  is  to  manage  through  one  widely  accessible  system  the  collection 
and  analysis  of  information  they  often  already  have  or  can  get. 

Everything  from  clipboards  to  clip  art  gave  way  as  newspapers  implemented 
business  and  production  systems  that  cut  time-consuming  tasks  (and  much  of  the 
associated  labor  costs).  But  as  the  number  of  applications  grew  and  their  capabil¬ 
ities  improved  over  the  years,  a  corresponding  need  to  manage  and  make  better 
use  of  the  software  developed. 

The  solution,  in  an  age  when  software  supports  almost  every  part  of  the  business, 
is  other  software  to  tie  together,  make  better  use  of  —  even  manage  —  existing 
systems.  What  better  way  to  meet  the  need  than  to  create  software  systems  that 
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are  aware  of,  and  ride  on  top  of  all  the 
other  systems? 

Headquartered  in  Haekensaek,  N.J., 
home  of  its  178,()29-daily-eireulation 
flagship.  The  Record,  North  Jersey  Media 
Group  Ine.  publishes  two  daily  and  27 
wtvkly  newspapers,  most  in  affluent 
suburbs  just  west  of  New  York,  as  well  as 
four  speeialU'  publications;  it  operates  an 
Internet  portal;  and  it  owns  a  substantial 
eommereial-printing  business. 

Its  growing  "data  warehouse”  will  allow 
managers  to  more  easily  use  content  from  a 
varieU’  of  databases  fcxl  from  both  internal 
systems  and  external  sources.  At  the  same 
time,  the  company's  production-tracking 
system  keeps  tabs  on  the  work  flow  —  from 
plate-ready  page  hies  to  the  printed 
products  —  for  a  wide  range  of  company 
and  contract  publications  printed  (on 
several  different  presses)  in  two  of  the 
company’s  three  principal  locations. 

Not  suiprisingly,  production 
tracking  and  the  data  warehouse 
are  linked.  The  puipose  of  both  is 
to  allow  managers,  ultimately 
from  all  departments,  to  explore 
possibilities  and  make  better  de¬ 
cisions  about  products  and  serv¬ 
ices,  production,  and  distribution 
based  on  a  better  knowledge  of 
customers  and  operating  capabil¬ 
ities  within  the  organization. 

Company  executives  say  that 
when  hilly  implemented  and  integrated, 
the  data  warehouse  and  production  track¬ 
ing  should  pro\ide  a  comprehensive  \iew  of 
all  company  operations  and  any  available 
information  pertinent  to  those  operations. 

"We  cross  the  boundaries  and  pull  the 
information  from  ...  across  the  enterprise,” 
says  Rolx'rt  L.  McCarthy,  product 
marketing  director  at  Sybase  Inc.’s  Business 
Intelligence  Di\ision  —  and  customers  "can 
take  it  and  craft  it  any  way  they  want  it.” 

New  team,  new  technology 

As  Svbiuse  expanded  its  data-warehouse 
applications,  “we  were  used  as  a  beta  site,” 
says  North  Jersey  Media  Strategic 
Development  Director  Richard  Webber, 
who  last  spring  crossed  not  one  but  two 
rivers  (the  Hudson  and  the  Hackensack) 
from  a  job  at  The  Neu'  York  Tir7}es. 

VVhthin  the  same  time  frame,  William  E. 
Toner  was  brought  aboard  as  \ice  president 
and  chief  information  officer.  Thanks  to  his 
tenure  in  Phoenix  at  Central  Newspapers 
Inc.  (CNI),  Toner  understood  the  capabili¬ 
ties  Sybase  was  building  into  its  data  ware¬ 
house.  But  he  also  moved  east  with  ideas 
that  meshed  with  those  ex-pressed  by  North 


Jersey  Media  President  Jonathan  H. 
Markey  before  any  number  of  industrx’ 
groups  in  recent  years.  Markey,  says 
Webber,  is  “a  global  thinker ...  yet  able  to 
see  the  details  and  the  things  that  we  need 
to  be  successftil.” 

With  a  background  in  newspaper  and 
commercial  print  production,  Markey  was 
brought  into  the  company  just  after  it  had 
borrowed  and  built  big  for  expansion,  only 
to  be  battered  badly  by  recessionarx' 
contraction  10  years  ago.  In  a  relatively 
short  time,  a  big,  new,  second  plant  halfrvay 
across  the  state  became  a  gain  instead  of  a 
drain  on  the  company. 

There,  a  new'  large  press  and  a  newer 
small  press  began  printing  everx'thing  from 
USA  Today  and  new'spapers  serving  other 
parts  of  northern  New'  Jersey  to  a  raft  of 
more-specialized  publications  and  purely 
commercial  print  products.  By  the  late 
1990s,  however,  it  w'asn’t  enough  to 
make  money  printing  others’ 


“You’ve  got  an 
idea?  Turn  on 
your  computer.’ 


Ihrtli  Jersey  MeffiatrwplK. 


products  —  the  company  needed  to  find 
new  sources  of  revenue  for  its  own  existing 
or  yet-to-be-developed  products. 

Underlving  strategies  to  accomplish  this 
is  the  realization,  according  to  Markey,  that 
newspaper  companies  can  no  longer  count 
on  growth  from  their  traditional  source  of 
revenue  —  retail  nm-of-press  (ROP) 
advertising.  Even  if  retailers’  business 
improves  and  thrives,  it  is  a  changed 
business  that  newspapers  can  never  again 
rely  on  as  their  main  support. 

SaGiig  that  new'spapers  must  now  look  at 
how  they  can  “take  data  and  create  serv'ices” 
that  can  generate  new  revenue,  Markey 
seeks  to  capture,  for  example,  more  of  the 
$20  million  spent  annually  on  election 
campaigns  for  New'  Jersey’s  Legislature. 
“Wliy  wouldn’t  we  position  ourselves  to  get 
some  of  that  political  advertising?”  he  asks. 
By  offering  daily,  weekly,  online,  and  other 
outlets,  it  doesn’t  have  to  be  a  traditional 
ROP  buy,  he  says,  pointing  to  availability  of 
the  necessary  data  and  “better  screening  ” 
than  competitors  can  offer.  Markey  urges 
newspapers  to  “build  better  ways  to  create 
revenue  interactions  with  the  marketplace,” 
in  the  belief  that  "in  any  market  there’s  a 


tremendous  amount  of  things  going  on  that 
could  become  revenue  sources.” 

Following  the  carrier  routes 

In  describing  the  data  warehouse  project, 
Webber  cites  one  simple  example:  getting 
a  better  grasp  of  carrier  routes  for  the 
company’s  daily  and  weekly  publications. 
This  information  has  resided  in  two 
different  databases,  making  it  “cumber¬ 
some”  to  bring  it  together  through  several 
intermediate  programs  for  analysis. 

The  data  warehouse  should  make 
accessing  and  using  the  information  easier. 
Maybe  more  than  anything  else,  the 
company  looks  to  it  for  help  in  improv'ing 
or  creating  entirely  new  revenue¬ 
generating  opportunities. 

The  notion  of  a  data  w'arehouse  isn’t 
new.  Some  publishers  have  relatively 
modest,  often  home-grown,  “data 
marts,”  while  others,  such  as  Gazette 
Communications  in  Cedar  Rapids,  Iowa, 
undertook  more  ambitious  solutions.  But, 
citing  The  Arizona  Republic  in  Phoenix  and 
the  Houston  Chronicle  as  pioneers,  Webber 
says  the  value  and  utility  of  a  vendor- 
supplied,  customizable,  enterprisewide 
solution  is  something  “new'spapers  have 
not  absorbed  until  now  .” 

An  advertising  executive,  for  example, 
w'ill  be  able  to  get  a  much  better  picture 
than  before  by  pulling  up  from  one  source 
and  putting  together  on  the  desktop  all 
relevant  advertising,  circulation,  marketing, 
and  financial  data. 

Industiywide,  an  obv'ious  objective  is 
targeted  delivery'  —  locating  specific 
advertisers’  likeliest  customers  among  read¬ 
ers  and  nonreaders,  figuring  out  what  new 
or  existing  products  will  best  reach  those 
prospects,  and  how'  to  cost-effectively  deliv¬ 
er  them.  Advertisers,  says  Webber,  “want  to 
use  their  dollars  a  lot  better  than  they  are  ... 
now.”  The  data  w  arehouse,  he  adds,  will 
enable  his  company  to  find  the  right  person 
and  deliver  an  appropriate  message. 

For  some  accounts,  the  undertaking 
may  initially  appear  to  be  pulling  back 
because  some  ads,  for  example,  will  reach 
fewer  people.  That  it  costs  less  is,  of 
course,  only  half  the  reason  to  do  it  in 
cases  where  the  value  isn’t  in  the  volume. 
The  other,  more  Important  half,  is  that 
those  who  do  see  the  printed  or  inserted 
ads  (or  receive  certain  publications)  are  the 
ones  most  likely  to  respond. 

Not  only  is  the  resulting  advertising 
of  higher  value  but  so  too  may  be  the 
services  provided. 

Tools  used  with  the  data  warehouse 
pennit  the  viewing  of  consumers  and 
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advertisers  in  concert.  It  is  a  capability 
Webber  describes  as  layering,  or  visually 
assembling,  categories  ofinfonnation,  one 
upon  another,  allowing  them  to  be  under¬ 
stood  within  various  contexts.  By  importing 
an  advertiser’s  information  and  helping  with 
analysis  for  decision-making  (say,  e.xamining 
customer  traffic  patterns),  Webber  says,  “I 
can  use  the  database  warehouse  for  new- 
business  development”  —  part  of  providing 
advertisers  with  “better  consultation  on 
where  they  can  spend  their  dollars.” 

Webber  pointed  out  that  because  the 
warehouse  is  Web-accessible,  a  sales  rep 
can  extract  and  work  with  information  on  a 
laptop  while  calling  on  an  advertiser. 

Moreover,  targeting  that  matches  market 
demography  (e.g.,  interests,  incomes,  tastes, 
ages)  with  geography  (edition  zone,  local 
publication,  single-copy-sales  locations, 
carrier  routes)  or  with  a  particular  product  or 
service  (daily,  weekly,  total  market  coverage, 
specialty"  pub,  audiotex,  Web  site,  broadcast 
outlet)  can  be  e.xtended  into  direct  marketing 
opportunities  that  exploit  local  brand 
recognition,  says  Webber. 

It’s  an  area  of  serious  interest  and  initial 
involvement  for  North  Jersey  Media.  About 
12%  of  New  Jersey  advertising  expenditures 
go  to  direct  marketing,  according  to  Markey. 
“Right  now,”  he  says,  “none  of  that  goes 
through  our  door.” 

Whether  it’s  where  an  advertiser  wants  her 
ad  displayed  or  where  a  reader  wants  his 
paper  dropped,  “the  database  warehouse  will 
allow  us  to  have  a  relationship  with  our 
customers  that  we’ve  never  had  befor  e,”  says 
Webber.  That  may  include  “pay[ing]  more 
attention  to  our  loyal  subscribers,”  for  whom 
“w'e  do  nothing”  as  an  industry,  he  says. 

Selecting  a  Sybase  solution 

North  Jersey  Media  selected  Sybase’s 
Industry  Warehouse  Studio  for  Media  for  its 
open-systems  approach,  cost,  and  implemen¬ 
tation  speed,  as  well  as  the  customer’s  prefer¬ 
ence  for  a  single,  companvwide  solution. 
According  to  Marketing  Vice  President 
Edward  J.  Efchak,  Sybase  is  solely  responsi¬ 
ble  for  the  project,  which  involves  the  data¬ 
base  software  company’s  partnerships  with 
finns  specializing  in  system-to-system  con¬ 
tent  communication  and  data  visualization. 

Warehouse  extensions  for  the  media 
industry  enable  comparisons  and  analysis 
of  advertiser  category'  and  revenue,  ad  types 
and  ad  problems,  product  revenue,  adver- 
ti.ser  trends,  subscriber  loyalty,  subscriber/ 
nonsubscriber  segmentation,  circulation 
campaigns,  and  single-copy  sales. 

Faster  implementation  was  a  main  goal  of 
the  Business  Intelligence  Division.  The  idea 


was  to  require  less-specialized  personnel,  the  product  marketing  director,  told  E^P 
who  would  use  industry-specific  templates.  last  summer.  “We  don’t  want  to  have  a  data- 
Whether  using  the  warehouse  or  acting  base  war  w'hen  we  walk  into  a  company,”  he 
on  information  from  it,  “you’ve  got  to  show  said.  ‘That’s  what  makes  us  different.  We  sell 
people  results  fast,”  says  Toner,  recalling  our  tools  to  ntn  on  any  major  database.” 

work  for  CNI.  The  aim  is  to  be  able  to  In  any  event.  Industry  Warehoitse  Studio 

perform  “what-if  ’  queries  and  make  real  software  relies  on  data-management  tern- 

plans  quickly,  act  on  them  quickly,  and,  if  plates  and  tables  and  on  Sybase  Adaptive 
they  don’t  work,  move  on  to  other  ideas.  Server  IQ  (ASIQ)  —  database  technology 

But  in  Phoenix,  says  Toner,  “we  started  this  designed  for  a  decision-support  role  rather 
project ...  for  a  totally  different  reason.”  than  transactional  processing.  In  what  once 

Ellen  Steevensz,  Sybase  sofhv’are  required  the  attention  of  five  servers,  says 

engineering  manager,  says  the  Republics  Sybase  divisional  Business  Development 
ongoing  project  is  designed  to  support  Manager  Celeste  P.  Noren,  ASIQ  running  on 

campaign-management  analysis  to  help  one  server  can  compress  onto  one  disk  and 

circulation  managers  figure  out  which  work  with  an  enormous  volume  of  data, 

campaigns  worked  best  and  why.  The  plan  is  Work  in  Phoenix  began  in  April  2000  — 

to  branch  out  into  advertising  analysis.  and  the  data  warehouse  was  up  and  running 

With  Sybase  used  in  the  circulation  three  months  later,  according  to  McCarthy, 

department’s  operation.  Republic  staffers  The  experience,  he  says,  gives  Sybase  a 
already  had  achieved  a  certain  comfort  level  “blueprint  for  building  a  data  warehouse 
with  the  software.  So  CNI  (purchased  by  faster  and  with  less  risk.” 

Gannett  Co.  Inc.  in  2000)  approached  When  it  was  demonstrated  in  Phoenix, 

Sybase  in  search  of  a  system  to  support  McCarthy  reports,  executives  there  could 

circulation  marketing.  Sybase  showed  CNI  plainly  see  on  a  computer  monitor  a  large 
what  it  had  and  what  it  was  w'orking  on.  area  representing  a  portion  of  the  market 

That  doesn’t  mean,  however,  that  the  where  more  than  90%  of  subscribers  already 

Business  Intelligence  Division  is  wedded  to  were  using  an  easy-payment  system.  A  large 

its  parent  company’s  other  products.  “Our  '  “easy-pay”  promotional  mailing  that  was 
architecture  can  w'ork  on  Oracle,  IBM  about  to  go  out  unnecessarily  included  this 

[including  Informix],  Microsoft,”  McCarthy,  area.  The  system  had  converted  existing 
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data  into  readily  observ  able,  money-saving 
information. 

North  Jersey  Media  has  other  ideas  for 
the  Sybase  warehouse.  "We  think  this  is 
the  time  to  go  after  incremental  revenue,” 
Toner  says.  Among  other  things,  the 
company  will  look  for  new'  markets  for 
specialtv'  publications,  and  it  sees 
commercial  potential  in  two  North  Jersey 
counties  other  than  its  Bergen  Countv'  home, 
as  more  people  move  to  the  outer  suburbs. 

In  a  metropolitan  area  thick  with  media 
choices  that  now  happen  to  be  thin  with 
advertising,  he  says,  "YouVe  got  to  come  up 
with  a  new  model.”  And  in  his  company’s 
home  market  within  one  of  the  largest  such 
areas,  Webber  sees  "North  Jersey  Media  ... 
in  a  perfect  position”  to  e.xploit  data  ware¬ 
housing  due  to  the  diversity  of  its  holdings. 

The  diversity  of  its  market  may  demand 
that  it  do  so  to  learn  more  about  its  readers. 
‘The  demographics  in  this  area  are  probably 
changing  faster  than  other  areas  of  the  U.S.” 
he  says.  To  obtain  detailed  data  on  their 
market.  North  Jersey  Media  executives  w'ere 
in  talks  last  month  with  San  Diego-bastd 
marketing-information  firm  Claritas  Inc. 
(owned,  like  E^P,  since  1999  by  VNU  Inc.). 

With  the  work  begun  last  summer.  North 
Jersey  Media  completed  the  Sybase  installa¬ 
tion’s  first  phase  —  for  its  specialty’  publica- 
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Relationships  and  trends  can  be  discovered 
and  analyzed  by  “layering”  information  from 
multiple  sources  in  a  data  warehouse  using 
visualization  tools,  as  this  fictitious  Boston- 
area  marketing  and  retention  sample  shows. 

tions  —  by  mid-November.  As  "power  users” 
were  trained  on  the  installed  portion,  Sybase 
began  installing  a  second,  for  circulation. 

In  all,  says  Webber,  the  project  encompasses 
six  phases,  w’ith  the  last  due  in  May:  Phase 
three  is  likely  to  cover  campaign  analysis  and 
retention;  phase  four  w'ill  deal  with  home- 
delivery  and  single-copy  sales;  and  phases 
five  and  six  will  focus  on  advertising  and 
marketing,  respectively. 

Having  used  multiple  business  sv’stems, 
the  specialty’  publications  (for  police, 
parents,  health  care,  and  Hispanic  readers) 
had  to  pull  information  “into  home-grown 
[Microsoft]  Excel  spreadsheets.”  Now,  says 
Webber,  that  arm  of  the  company  goes  to  the 
warehouse,  using  its  contents  via  a  front  end 
created  by  Sybase-partner  Business  Objects. 
Other  partners  supplving  Industry’  Ware¬ 
house  Studio’s  visualization  tools  are  Silicon 
Graphics  Inc.  (SGI)  for  data  mining  and 
analysis  of  trends  and  patterns;  MicroStrate- 
gv’  Inc.  for  development  tools  and  application 
templates,  and  Cognos  Inc.  for  decision- 
support  software  (reporting,  analvtical,  and 
financial  applications,  graphical  and  simulta¬ 
neous  presentation  of  multiple  business  met¬ 
rics,  and  automatic  alerts  to  defined  events). 

The  weekly  division  will  be  able  to  draw  on 
the  system  in  helping  advertisers  determine 
when  to  advertise  w  hat  and  in  which  papers. 
Local  marketing  data  will  be  consulted  in 
matters  of  circulation,  editorial  content,  and 
a  possible  redesign  at  the  Herald  News,  a 
43,604-w’eekdav’-circulation  paper  in  West 
Paterson,  N.J.,  focusing  on  Passaic  County 
and  available  in  parts  of  three  other  counties. 

Webber  explained  that  until  now’,  requests 
to  ritn  special  reports  were  passed  to  an 
information-technologv’  (IT)  manager,  who 
wasn’t  always  able  to  fttlfill  the  often  time- 
sensitive  requests  while  the  information  was 
still  useful.  With  drop-dow’n  menus  and  the 
quick  visualization  possible  with  Business 
Objects,  “It’s  not  a  hard  system  to  learn,” 
says  Webber,  adding  that  super-users  will  be 
available  for  help,  special  projects,  and  any 
customized  setups.  He  finds  it  a  “challenge 
to  convince  people  that  they  have  the  infor¬ 
mation  they  never  had  before”  —  that  they 
no  longer  must  ask  and  wait,  “^’ou’ve  got  an 
idea?  Turn  on  your  computer,”  he  says. 

But  SAP  still  very  much  in  play 

Since  the  late  1990s,  software  developer 
SAP  AG  has  targeted  the  media  with  its 


ow’n  Business  Intelligence  Warehouse,  its 
systems  for  advertising  and  distribution 
management,  even  an  agreement  with 
Heidelberg,  the  graphic-arts-equipment 
supplier.  And  North  Jersey  Media  was  SAP’s 
first  North  American  newspaper  customer  in 
1998  —  although  it  later  chose  Sybase  for  its 
warehouse  solution. 

Among  the  many  organizations  that  now’ 
rely  on  SAP  to  make  better  use  of  their 
multiple  sv'stems.  The  Globe  and  Mad  in 
Toronto  is  spending  S9  million  (Canadian) 
for  mySAP  Media  to  link  its  advertising 
sales,  finance,  production,  and  IT  depart¬ 
ments,  leverage  SAP  software  for  strategic 
planning,  and  provide  stall' access  to  internal 
systems  and  external  information  through  a 
SAP  portal  —  objectives  ven  much  the  same 
as  those  at  North  Jersey  Media. 

This  project  replaced  old,  home-grow’n 
software  unable  to  deal  with  the  national 
newspaper's  diverse  and  changing  businesses 
with  what  Globe  and  Mail  CEO  and  Pub¬ 
lisher  Phillip  Crawley  described  as  "the  most 
highly  integrated,  cross-functional  business 
solution  yet  implemented  by  a  North  Ameri¬ 
can  newspaper.”  His  paper,  he  said,  would  be 
able  to  seize  new  opportunities  faster  and 
more  actively  manage  its  operations. 

Also  sounding  much  like  North  Jersey 
Media,  The  Globe  and  Mail  selected  SAP 
because  it  could  provide  business  growth  by 
cross-selling  to  customers  in  a  complex 
multimedia  environment,  faster  reporting, 
more-detailed  analysis,  customized  input, 
real-time  access  to  sales  and  ad  informa¬ 
tion,  more  productivity,  and  better 
customer  service. 

Comparing  software  from  Sybase  and  SAP 
at  North  Jersey  Media,  Markey  confirmed 
contrasts  highlighted  by  other  executives 
—  notably  that  the  Sybase  setup  is  faster 
and  more  flexible  in  aggregating  and  using 
information. 

He  says  Sybase  installed  fast,  "with  a 
minimum  of  internal  support”  —  a  largely 
self-sustaining  system  that  requires  few 
staffers.  Whereas  his  operation  needs  about 
seven  people  "dedicated  to  structural  aspects 
of  SAP,”  says  Markey,  the  Sybase  data 
warehouse,  when  entirely  up  and  running, 
will  r^xjuire  few  er  staffers,  and  then  only  to 
assist  users.  He  also  agreed  with  the 
assessment  of  SAP’s  flexibility,  saving  that 
the  older  version  used  in  Hackensack  is 
not  as  user-fiiendly.  “Having  too  much 
rigidity’  inhibits  your  ability’  to  look  at 
[information],”  says  Markey. 

Though  it’s  probably  no  longer  so.  Markey 
says,  three  or  four  years  ago  a  SAP  software 
sale  was  an  all-or-nothing  proposition. 

“It  works  great  [at]  what  we  intended  it  to 
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in  having  discussions  with  vendors  early 
in  the  process  to  learn  what  they  do  and 
how  they  do  it.  But  bringing  up  new 
advertising,  editorial,  and  production¬ 
tracking  systems  during  the  warehouse’s 
phased  rollout  affords  no  special 
advantage  in  getting  the  departmental 
systems  communicating  with  the  Sybase 
system.  With  the  new  ad  system,  for 

_  example,  “we  have  to  wait  until 

Hjv  Mactive  gets  up  and  going  and 
ISiiiSil  works  out  their  kinks”  before 
being  able  to  customize  for 
information  extraction,  says 
Webber.  “It’s  not  done  in 
tandem.  We  work  around  them.” 

Reports  extracted  from  the 
system,  he  adds,  result  from  a 
“collaboration”  of  work  by  the 
vendor  and  some  customization 
“that  we  build  ourselves.” 
Customization  relies  on  Sybase’s 
Warehouse  Designer  and  Control 
Center  tools. 
Sybase  also 
supplies  the  ana¬ 
lytic  tools  on  the 
back  end,  allow¬ 
ing  users  to  look 
into  the  system. 

Webber 
suggests  that 
editorial  may 
eventually  want 
to  use  ware¬ 
housed  data  to 
identify  trends, 
quantify' 

changes,  or  come 
up  with  story 
ideas.  Market 
analysis  also  might 
indicate  changes 
in  the  type  of 
content  that  better 
suit  a  now-better- 
known  population 
—  who  might  also 
prefer  a  different 
medium. 

And  when 
Pape + Partner  Media’s  production¬ 
tracking  system  ties  into  the  warehouse, 
instead  of  going  to  four  places  or  calling 
four  people  to  gather  piecemeal  informa¬ 
tion,  says  Webber,  managers  anywhere 
will  be  able  to  “get  a  complete  picture  of 
what  our  whole  nightly  operation  was”  — 
from  time  off  press  to  time  into  and  out 
of  distribution  depots  to  problems  related 
to  both.  And  that,  he  affirms,  “allows  us  to 
better  serve  our  customer.”  11 


The  project  is  on  schedule  and  going 
more  smoothly  than  at  first,  according  to 
Webber,  who  says  it  is  a  matter  of  the 
vendor  writing  an  electronic  translation 
loader  (ETL)  for  each  part  of  the  business 
integrated  with  the  warehouse.  An  ETL 
process  —  a  function  that  must  be  written 
for  each  existing  data-holding  system  — 
“acts  as  a  conduit  between  [that]  system 


do,”  he  says,  calling  it  a  common  platform 
for  accounting,  human  resources,  and 
production  maintenance  that  makes 
information  from  difl'erent  points  in  the 
organization  available  for  multiple  uses. 

"Wlien  we  lit  up  SAP,  we  had  no 
intention  to  light  up  all  the  modules,”  he 
says,  noting  that  each  carries  its  own 
user-training  and  functionality-support 
burdens,  making  it  “very  labor-intensive” 
to  build  out  into  all  areas.  What’s  more,  not 
all  modules  arc  media-specific,  and  using 
the  new  publishing  module  would  entail  a 
costly  upgrade  of  software  tools.  Even  then, 
modification  probably  would  be  desired 
because  the  system  recognizes  the  practices 
of  European,  but  not  always  American,  jp^ 
publishers. 

Forward-looking  systems 

In  fact,  the  adoption  of  SAP 
software  at  North  Jersey  Media 
(possibly  still  the  only  U.S.  daily 
newspaper  using  it)  signaled  much  |i 
of  the  impending  change  at  the  | 

company  as  the  last  century  ended.  Ii 
“Really,  the  start  for  a  lot  of  this  was  1 
back  in  ’98,  when  we  went  with  SAP,”  1 
says  Markey,  noting  a  general  ! 

movement  to  a  more  “forward-  ! 

looking”  systems  structure.  | 

To  “streamline  data  handling”  L 

elsewhere,  the  company  has  installed  a 
Mactive  advertising  system  at  The  Record 
(where  earlier  applications  didn’t  talk 
to  each  other),  began  using  a  Digital 
Collections  archive  from  Gannett  Media 
Technologies  Inc.  (were  Toner  was  once 
operations  vice  president),  and  will  move 
from  an  old  Atex  Jll  system  to  Atex  Pres¬ 
tige,  giving  editorial  links  to  both  layout 
and  advertising  and  enabling  pagination. 

A  new  circulation  system  originally 
slated  for  late  last  year  is  on  hold  and  not 
planned  for  this  year.  But,  says  Webber, 
“the  data  warehouse  will  allow  us  to  tackle 
some  things  that  the  new  [circulation] 
system  would  do.” 

Implementation  of  the  data  warehouse 
has  been  undertaken  by  six  IT  and  busi¬ 
ness  .staffers.  Three  or  four  will  remain  to 
manage  the  system.  Webber  estimates  that 
by  May  there  will  be  licenses  for  50  to  75 
named  concurrent  users,  most  likely  man¬ 
agers,  with  secured  levels  of  access  for  all 
but  a  global-level  group.  ‘This  spans  eveiy  - 
thing  from  editorial  to  production,  with 
emphasis  on  circulation,  advertising,  and 
marketing,”  he  reports.  Steve  Piersa,  data 
warehouse  operations  manager,  handles 
day-to-day  implementation  and  use,  and 
there  are  plans  to  hire  a  revenue  manager. 
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Linking  across 
products  and 
media:  Beyond 
its  newspapers 
and  commercial 
work,  North 
Jersey  Media 
Group  Inc. 
has  specialty 
publications 
that  have 
spawned  their 
own  Web  sites, 
which  in  turn 
have  links 
with  the  daily 
newspapers’ 
Web  sites 
under  the 
NorthJersey.com 
umbrella. 


and  the  [new]  database,”  says  Webber. 
The  legacy  systems  remain  in  place  and 
are  used  as  before.  The  ETL  function  is 
periodic,  rather  than  a  constant  flow. 

Now  manually  activated,  it  will  become 
automatic,  says  Webber,  once  “all  the 
kinks  are  worked  out.” 

Interface  documents  are  supplied  to 
the  system  vendors  to  smooth  the  passage 
of  data  into  Sybase’s  Industry  Warehouse 
Studio.  Webber  concedes  some  benefit 
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-FEATURES  AVAILABLE- 


■  -ANNOUNCEMENTS- 


ASTROLOGY 


ASTROl,OGY 


5r>1/7G4ZWG;the  Worid's  FIRST  Hollywood  column 
combining  Celebrity  Gossip  with  Psychic  PREDICTIONS 

Already  a  hit  in  major  Canadian  markets  -  featured  in  Toronto  Sun, 
Edmonton  Sun,  the  Ottawa  Sun,  Calgary  Sun,  London  Free  Press,  plus 
British,  Australian  and  New  Zealand  media-  Stargazing  could  be  the  Sunday  cir¬ 
culation  builder  American  editors  are  looking  for  right  now.  Or  run 
it  mid-week  with  equal  impact. 

'Every  week  leading  show  business  writer  TONY  BRENNA  works  with 
top  psychic  ANTHONY  CARR  producing  the  only  column  providing 
exclusives  on  major  celebrities  -  plus  predictions  about  their  futures. 

"Stargazing  fits  well  into  daily  or  Sunday  entertainment  sections.  It  goes 
behind  the  scenes  in  Hollywood,  fascinates  readers  with  provocative 
predictions  of  what’s  in  store  for  favorite  stars. 

'Tony  Brenna  is  an  internationally  syndicated  journalist  with  40 
years  experience,  the  last  25  spent  covering  show  biz  for  U.S.  national 
publications  and  foreign  media.  Anthony  Carr  is  the  world’s  most 
documented  psychic  whose  predictions  have  appeared  globally-and 
proved  amazingly  accurate. 

Write:  Pacific  Press  International  at  141  South  Detroit  Street, 
Los  Angeles,  CA  90036  for  samples.  E-Mail:  brengun@olympus.net 
Or  Phone:  1-800  553-5190  to  discuss  Stargazing  directly  with 
the  writers. 


ANNOUNCEMENTS 

STORE  FRONT  SALES 

Professional,  Customized  store  front 
programs.  Elaine  Rockhill  (480)  326-6322 

NICHE  PUBLISHING  (NEWSPAPER) 

start-ups  available  for  Texas  and  Florida. 
Perfect  addition  for  existing  publishers.  We 
will  partner  with  you  but  will  write  buy-out 
agreement  so  you  can  own  it  quickly.  Con¬ 
cept  proven  in  California  with  gross  revenues 
nearing  $1  million.  No  investment  necessary 
but  you  must  be  able  to  cash-flow 
operation.  Confidentiality  agreement  re¬ 
quired.  Fax  inquires  to:  (559)  299-2134. 

CONTENT  FINDER 

CONTENT  FINDER  -  www.econtentfinder.com 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audience.  Type  or  Language. 

NEWSPAPER  APPAISERS 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


ENTERTAINMENT 


NEWS.  REVIEWS.  FEATURES.  Columns. 
Photos.  Billboard  charts. 

Movie  charts.  TV  ratings. 

“This  Day  in  Music”  almanac. 

From  the  leading  brands  in  the  business. 
BPI  Entertainment  News  Wire 

Peter  Gonzaga  Tel#  (323)  525-2240 
www.bpienw.com 

_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graphic 
rating  system.  Cineman  Syndicate, 

16  School  Street,  Ste.105,  Rye,NY  10580 
(914)  967-5353,  Fax:  (914)  967-5588 

_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 

PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 

_ WEATHER  MAPS _ 

WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under- 


-ANNOUNCEMENTS- 


NEWSPAPER  APPAISERS 


NEWSPAPER  APPAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  prixluced  top  values  for  publishing  companies,  in 
thousands  of  tran.sactions  throughout  the  country.  We  have  built  this 
record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

CRIBB 

<&  ASSOC  lAI'ES 

Publication  BroXerage  &  Appraisal 

(406)  586-6621 

Bozeman,  Montana 


John  Crihh  •  Jim  Hicks 
Tom  karavakis  •  (iary  Greene 
Kerry  Murdock 
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NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix.  West  (209)  634-7202 

C.  BERKY  &  ASSOCIATES.  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  FL  33432 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road.  NE 
Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 
email:  Brokeredl@aol.com 

PHILLIPS  PROPERTfES,  INC. 

Consultants-tnvestments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 

“A  tradition  of  service  to 
community  newspapers" 


contracts,  competitively  priced.  World  cov 
erage  in  50-i-  languages. 

(415)  5434806  x2 

http//www.wunderground. com/newspaper 

i  APPRAISALS/BROKERAGE 

Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATES 

Leader  in  Sale 
of  Community  K-  —  ^ 
Newspapers  u,  I 

C'/u’i  A  <mr  rc/erfjli  f  s 

P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

Box  579,  Landrum,  SC  29356 

Call  us  about  our 

Editor  &  Publislur  Ckixsi/icds 

SUBSCRIBE  TODAY! 

LEADER  IN  NEWSPAPER  APPRAISALS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 

(214)  265-93<M) 

Kickvilbacher  .Viedia 

1  l>csct>  Or..  r>all;i 

Dcsco  Dr..  Dallas.  TX  75225 
w  w  Nv.rickcnbachcrnii.dia.ct>m 

1 

low  contract  rates! 

(888)  825-9149 
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-INDUSTRY  SERVICES- 


administrativp: 


ADMINISTRATIVE 


% 


Proud  of  the  past . 

Committed  to  the  future 


Someone  Old,  Someone  New? 

Our  commitment  to  training  new  and  existing  hires  remains 
as  strong  as  ever. 

Our  highly  experienced  training  staff  is  available  to  conduct 
your  printing  education  and  training  needs  to  give  you  the 
competitive  edge 

Programs  are  offered  in  the  following  areas: 

•  Management  And  Supervisory 

•  Trainer  Training 

•  Pre-Press 

•  Press  Operation 

•  Print  Quality  Improvement 

•  Waste  Reduction 

•  Mechanical  Maintenance 

•  Electronic  Controls  System  Maintenance 


Please  call  Peter  Farmer  on  630  850  5945  or  Marilyn  Lawson 
ext.  5607  to  discuss  your  needs,  or  to  request  a  quotation. 


-ANNOUNCEMENTS- 


NEWSPAPERS  FOR  SALE 


3  WEEKLIES/1  SHOPPER  in  Southern  Min¬ 
nesota.  Real  estate.  Commercial  printing. 
$275.000.call  (507)  374-6531  for  more 
information. 

AVOID  DOWN  SIZING  own  your  newspaper 
Also  county  seat  weeklies,  others. 

Free  list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 

For  a  list  of  Properties  for  Sale: 

www.mediamergers.com 
W.B.  Grimes  &  Co.-Est.  1959 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sale, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL.,  NY,  NY  10003 


PUBLICATIONS  FOR  SALE 


BUY  ANNUAL  Palm  Beach,  FL  &  Pennsyl¬ 
vania  quarterly  travel  digest.  Queens,  NY  & 
Upstate,  NY  Pennysavers,  national  vending 
trade  monthly,  Buffalo,  NY  weekly  and  Long 
Island/New  York  City  FSBO. 

Kamen  &  CO 
(516)  379-2797 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT'  FOR  SALE 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Weidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)850-7951 
www.newstec.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall...We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


PRESSES 


2  GOSS  SSC-4  Highs  folder  consul  decks 
running  $180,000.00/  best  offer 
call  Bob  (631)  231-  6060 


-EQUIPMENT  &  SUPPLIES- 


_ PRESSFIS _ 

CURRENTLY  AVAIUBLE  FROM  INUNO  , 
•5-unit  HARRIS  1660  with  double  2:1  ‘ 
folder,  five  MEG's  -  price  reduced. 

•  Add-on  Goss  URBANITE  units  -  refurbished 
or  “as  is". 

‘  •  lO-unit/2-folder  GOSS  SSC  press  -  early  ^ 
i  1990's,  excellent  condition. 

I  •8-unit  GOSS  COMMUNITY  with  SSC 
i  folder  &  4  SSC  units,  very  clean  and  in  , 
excellent  condition. 

•Two  6-unit  HARRIS  VISA  presses,  with 
JF25  folder.  i 

•  NEWS  KING  units  (stacked  or  floor),  upper 
former  for  KJ8,  folders,  drives. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999 
Lenexa,  Kansas  USA  66285 
(913)  492-9050  •  Fax  (913)  492-6217 

DON’T  SELLWu'^RESS  ^ 

Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color  j 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel;  (913)  648-2000 
i  Fax:  (913)  648-7750 

GOSS  COMMUNITY 

9  units,  with  SC  folder 
will  consider  total  package 
or  individual  units 
May  be  seen  running;  available 
spring-summer  2002 
Call  Warren 
(252)  473-2105 
PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21" 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


ADMINISTRATIVE 


BOOST  CIRCUUTION!!!  If  your  numbers 
are  down,  we  can  help.  We  offer  a  kiosk 
program  that  is  second  to  none.  Need  cir¬ 
culation  gains  and  retention  and  want  to  do 
away  with  telemarketing  churn?  Our  staff 
has  over  20  years  of  circulation  direction 
experience.  Call  (877)  478-8552,  or  email 
kandcent@aoLcom 


MOST  MANAGERS  ARE  promoted  with  no 
training.  We  have  30  years  of  industry  ex¬ 
perience  to  help  you  manage  better  and  at¬ 
tain  your  personal  or  career  goals.  Call 
Eric  Riess(510)  526-8524. 


CIRCULATION  SERVICES 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

JANUARY  14,  2002 


CIRCULATION  SERVICFIS 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail;  mpi@marketingplusinc.com 
www.marketingpiusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for: 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


COMPLTTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


DYNAMIC  ACHIEVERS.  SPECIALIZING  in 

the  diverse  needs  of  the  Newspaper 
Industry: 

•  Training 

•  Individual  Coaching 

•  Workshops 

•  Projects 

Customized  to  meet  your  needs  and 
budget.  Call  Today  for  a  Free  consulta¬ 
tion.  Carol  Alka  404-261-9968  or  check  us 
out  at:  www.dynamicachievers.com 


The  newspaper  industry's  .W££r/.V(;  place. 


C2  EDITORS;  PUBLISHER  CLASSIFIEDS 
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-INDUSTRY  SERVICES-  ■ _  -HELP  WANTED- 


DISTRIBUTION  SERVICES 


USHISTORYMONTHLY,  the  largest  Ameri¬ 
can  History  Newspaper  in  the  United 
States,  IS  looking  for  distributors.  For  each 
issue,  over  100,000  papers  are  circulated 
through  colleges,  universities,  high  schools, 
museums,  national  landmarks  and  book¬ 
stores  throughout  America.  We  also  help 
non-profit  organizations  raise  funds.  Catch 
the  current  issue:  48  pages  long,  with  more 
than  half  in  color.  See  our  website  or 
contact  our  sales  office  for  more 
information.  (201)  263-1300  or  email 
sales@ushistorymonthly.com. 

URL;  www.ushistorymonthly.com 


IN'I’ERNE  I  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  Its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED- 


ACADEMIC 


DEPARTMENT  HEAD, 
JOURNALISM  &  MASS  COMMUNICATION: 

SOUTH  DAKOTA  STATE  UNIVERSITY 
The  Department  Head  directs  and  manages 
academic  and  administrative  activities  of 
the  Department  and  teaches  one  to  two 
courses  as  needed.  The  Head  will  be  re¬ 
sponsible  for  the  recruitment,  development 
and  review  of  faculty:  the  supervision  of 
clerical  staff;  the  management  of  the  de¬ 
partmental  budget;  the  supervision  of  cur¬ 
ricular  planning,  revision  and 
implementation;  and  the  strategic  planning 
and  scheduling  of  courses. 

She  or  he  must  possess  an  earned  doctorate 
in  Journalism  and  Mass  Communication 
or  related  field  and  a  minimum  of  five  years 
teaching  in  higher  education.  The  candidate 
must  have  demonstrated  experience  in  the 
field  of  journalism  or  mass  communication. 
Evidence  of  scholarly  research  and/or  artistic 
achievement  is  required. 

For  a  full  list  of  qualifications,  please  contact 
address  below.  Application  deadline; 
Feb.  1,2002  or  until  position  is  filled.  Send 
letter  of  application,  current  vitae,  copies  of 
transcripts,  and  phone  numbers  and  ad¬ 
dresses  of  three  current  professional  refer¬ 
ences  to;  Search  Chair  (Dr.  Robert  Burns), 
Journalism  and  Mass  Communication, 
Yeager  Hall,  Box  2235,  Brookings, 
57007-0001. 

SDSU  is  an  AA/EEO  employer  and  encour¬ 
ages  applications  from  women  and  minori¬ 
ties. 

ADA  Accommodations;  (605)  6884504. 

TTY;(605)  6884394. 


NEWS 

makes  the  difference . 


ADMINISTIU\TIVE 


BUSINESS  MANAGER  to  handle  all  account¬ 
ing,  human  resources  and  collection  re¬ 
sponsibilities  for  The  Griffin  Daily  News,  a 
seven-day  morning  newspaper  located  35 
miles  south  of  Atlanta.  Must  be  detail- 
oriented,  have  strong  organizational  skills 
with  proficiency  in  Excel  and  other 
spreadsheet  programs  and  be  able  to  handle 
financial  budgeting  and  forecasting.  We 
offer  excellent  compensation  commensu¬ 
rate  with  experience  and  good  benefits. 
Griffin  has  a  wonderful  small-town  atmos¬ 
phere  while  being  close  to  all  the  amenities 
of  Atlanta.  E-mail  resume  to; 

jallen@griffindailynews.com 
or  mail  to  Jennifer  Allen,  The  Griffin  Daily 
News,  P.O.  Drawer  M,  Griffin,  GA  30224. 

GENERAL  MANAGER 

Colorado  daily  newspaper  with  circulation 
of  22,000  seeks  an  experienced  general 
manager.  Must  understand  all  aspects  of  a 
daily  newspaper.  Strong  background  in  ad¬ 
vertising  necessary.  Must  be  willing  to  con¬ 
tribute  as  part  of  the  company’s  management 
team.  Excellent  salary  and  benefits. 

Please  respond  to; 

Box  2510,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  -i-  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  IS  not  for  the  faint-hearted! 
Cover  letter  &  resume  to; 

hr@berkeleydailyplanet.net  or  FAX  to; 

(510)  841-5695 


PUBLISHER-Los/ln^ 

Niche  biker  magazine  group  being  acquired 
by  private  equity  tirm  seeks  hands  on 
publisher  with  strong  background  in  maga¬ 
zine  publishing,  full  responsibility.  Only 
experienced  individuals  need  apply. 

Fax  (310)  207-0035 
lporrazzo@vintagecapitalgroup.com 


PUBLISHER’S  POSITION  AVAILABLE 
If  you  are  a  hands-on  person,  this  is  your 
opportunity.  We  are  looking  for  either  a 
up-and-coming  person  or  someone  who 
wants  to  settle  in  and  call  it  home.  We  have 
over  25  publications,  and  are  looking  for 
someone  to  run  one  of  our  weeklies.  Expe¬ 
rience  with  QuarkXPress,  Photoshop,  layout 
and  design  helpful.  Send  resume  and  salary 
requirements  to  Pat  Brown,  Emmerich 
Newspapers,  P.O.  Box  338,  Magee,  MS 
39111  or  E-mail;  courier@meta3.net. 


■■.\rt  should  force  you  to  understand,  to 
feel.  .Xnd  \et  HoIK’wckkI  has  seduced  us 
into  lx.*lievjng  that  the  onh  things  that 
matter  are  tho.se  that  free  us  from  the  dol- 
tlrums  of  our  life. " 

-I  >ann\’ Glover,  actor.  hXX) 


ADMINISrR.\TI\T: 


GENERAL  MANAGER 

Add  Inc,  one  of  the  Country’s  leading  pub¬ 
lishing  and  printing  companies  is  seeking  a 
General  Manager  for  our  Wisconsin 
location. 

The  position  will  be  responsible  for  over¬ 
seeing  the  daily  operations  of  a  weekly 
community  shopper;  personal  sales  account 
base  management  support  needed. 
The  ability  to  work  with  other  managers  in 
the  group,  promote  cross  sell  and  shared 
promotions  is  essential. 

Preferred  qualifications  include; 

•  Management  experience;  weekly 
shoppers/publications 

•  Sales  achievement  track  record 

•  Production  knowledge  and  experience 

•  Business  finances  understanding 

•  Communication  skills/education 

•  Commitment  to  the  organization 

The  ideal  candidates  should  posses  the 
ability  to  build  a  high  performance  team  by 
helping  recruit,  develop  and  retain  top  em¬ 
ployees.  Candidates  should  have  ability  to 
develop  and  implement  strategic  and  tactical 
plans  along  with  profit  planning  for  the 
property. 

Great  earning  potential  and  comprehensive 
benefit  package  as  an  employee  of  our 
company,  you  will  have  the  opportunity  to 
become  an  employee  owner. 

Please  send  resume  to: 

Add  Inc 

Attn:  Human  Resources  Department 
P.O.  Box  609 
Waupaca,  Wl  54981 
Fax:  (715)258-8469 
E-mail:  vsokol@addHnc.com 


.\D\KRT1SI\G 


ADVERTISING  DIRECTOR 
We  are  seeking  an  experienced,  top-notch 
advertising  sales  and  marketing  leader  in 
the  Northeast  with  the  knowledge  and  skill 
level  to  produce  results  in  a  competitive, 
yet  lucrative  advertising  market.  Reporting 
directly  to  the  publisher,  the  position  requires 
a  candidate  that  is  motivated  to 
make  a  difference  in  the  organization.  If  you 
know  how  to  manage,  motivate  people  and 
produce  advertising  sales  results,  we  want 
to  talk  to  you.  We  are  part  of  an  industry 
leading  NYSE  company  that  continues  to 
grow  and  promote  individuals  that  demon¬ 
strate  their  ability  to  succeed.  Excellent, 
competitive  compensation  package  and 
benefits.  Send  resume  to: 

Box  2517,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 

CLASSIFIED 

INSIDE  TELEPHONE  SALES  MANAGER 
We  are  seeking  an  experience  professional 
to  manage  our  Inside  Telephone  staff.  Ex¬ 
emplary  analytical,  leadership  and  sales 
skills  essential.  The  ideal  candidate  will  pos¬ 
sess  a  degree,  excellent  oral  and  written 
communication  skills,  and  3-5  years  suc¬ 
cessful  newspaper  sales  experience  with 
DTI  experience.  If  you  are  an  aggressive 
manager  looking  for  a  career  and  want  to 
live  in  coastal  Georgia,  this  could  be  your 
opportunity.  Full  benefits  package. 

Send  resume  and  salary  requirements  to: 
lbarnes@savannahnow.com 
Savannah  Morning  News 
Attn:  Lou  Barnes 

P.O.  Box  1088,  Savannah,  GA  31402 


.\DVERIIS1NG 


BUSINESS  DEVELOPMENT  MANAGER 
Add  Inc,  a  division  of  Journal  Communica¬ 
tions,  IS  seeking  Business  Development 
Managers  for  our  Wisconsin,  Vermont,  Flori¬ 
da.  Ohio  and  Connecticut  locations. 

The  successful  candidate  will  assist  with 
the  implementation  of  creative  sales  and 
marketing  plans  focusing  on  the  key  com¬ 
ponent  of  targeted  potential  account  pres¬ 
entations.  Responsibilities  include  the  fol¬ 
lowing: 

•  Assist  managers  to  achieve  sales  goals 
and  produce  results 

•  Help  to  identify  customers  through  outside 
resources 

•Spearhead  the  implementation  of  the 
Creative  Sales  and  Marketing  Plan 

•  Assist  the  managers  to  gather  data,  con¬ 
duct  research  and  interviews  with  current 
or  potential  customers  with  the  goal  of 
producing  new  incremental  revenue 

•  Visit  customer  sites  with  managers 

•  Recommend  ideas  to  property  managers 
for  upgrading  current  products  or 
creating  new  product  items 

•Provide  sales  information,  statistics,  re¬ 
search,  surveys  and  other  valuable  infor¬ 
mation  that  will  allow  the  sales  people  to 
sell  professionally  and  confidently 
The  ideal  candidate  should  posses: 

•  Strong  sales  background,  track  record  of 
success  required 

•  Excellent  oral  and  written  communication 
skills 

•  Weekly/shopper  publication  experience 
preferred 

•  Organizational,  problem  solving  and  deci¬ 
sion  making  ability 

•  PowerPoint,  ACT,  word,  excel  working 
knowledge 

•  College  degree  preferred 

Great  earning  potential  and  comprehensive 
benefit  package  as  an  employee  of  our 
company,  you  will  have  the  opportunity  to 
become  an  employee  owner. 

■please  specify  location  preference 
Send  cover  letter  and  resume  to: 

Add  Inc 

Attn:  Valery  Sokol,  Human  Resources 
P.O.  Box  609 
Waupaca,  Wl  54981 
Vsokol@addHnc.com 

CLASSIFIED  SALES  SUPERVISOR  " 
Busy  major  metropolitan.  Zone  9,  Midwest 
city  is  looking  for  a  Classified  Sales  Super¬ 
visor  to  lead  the  Call  Center  in  sales  devel¬ 
opment  and  growth.  Knowledge  of  Classified 
advertising  and  the  Internet,  selling  vertical 
products,  computer  skills  including  Excel  and 
Word  are  essential.  Great  benefits 
package.  Please  send  confidential  resume 
to  Box  2505,  Editor  &  Publisher  Classified, 
770  Broadway,  7th  Fir.,  NY,  NY  10003. 

~  ONLINE  SALES  MANAGER 
MaineToday.com  has  an  excellent  opportunity 
for  a  sales  manager  with  a  record  of 
success  in  new  media. 

This  position  involves  direct  sales,  staff 
management  and  effective  collaboration 
with  newspaper  staffs.  Demonstrated  suc¬ 
cess  in  online  advertising  sales  is  required. 
Please  see  MaineToday.com’s  Advertising 
section.  Send  resume  and  letter  of  interest; 

MaineToday.com  Human  Resources 
390  Congress  Street,  Portland,  ME  04101 
No  E-mail  or  phone  calls,  please 
We  are  an  equal  opportunity  employer 
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-HELP  WANTED- 


.4DVERTISING 


DIVISIONAL  TERRITORY  SALES  MANAGER 
The  Advertising  Division  of  The  St.  Louis 
Post-Dispatch  is  looking  for  a  results  driven 
Divisional  Territory  Sales  Manager  to  lead 
day  to  day  sales  activities  of  between  5 
and  12  Account  Executives.  The  ideal  can¬ 
didate  will  be  responsible  for  motivating  & 
leading  a  retail  sales  staff  to  increase 
revenues  and  active  advertisers,  coaching 
Account  Executives  on  a  daily  basis  to 
improve  their  skill  level  in  the  arena 
of  sales,  developing  Account  Executives 
to  their  full  potential  to  perform  at 
maximum  levels  and  working  with  other 
Divisional  Managers  to  reach  the  goals  of 
the  Advertising  Department, 

The  successful  candidate  will  possess:  a 
minimum  of  five  years  in  the  advertising 
sales  and/or  sales  management  with  a 
proven  track  record  of  consistently 
exceeding  goals,  proven  ability  to  teach, 
coach  and  mentor  others,  exceptional  time 
management  and  organizational  skills,  a 
demonstrated  commitment  to  consultative 
selling  philosophy  and  an  above  average 
understanding  of  the  newspaper  industry. 
Send  resumes  to: 

ST.  LOUIS  POST-DISPATCH 
Human  Resources 
Re:  Divisional  Territory  Manager 
900  North  Tucker  Blvd, 

St.  Louis,  MO  63101 
Or  send  your  resume  by  FAX  to: 

(314)  340-3005 

Or  by  E-mail:  pdhr@post-dispatch.com 
The  Post-Dispatch,  an  Equal  Opportunity 
Employer,  values  the  diversity  of  our  work 
force  and  the  knowledge  of  our  people. 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
The  Fort  Myers  News-Press  located  in  a 
growth  and  paradise  market  in  Florida  is 
seeking  a  leader  to  continue  this  teams  en¬ 
trepreneurship  pace  setting  qualities  for 
Gannett's  Newspaper  division.  Candidate 
should  be  able  to  show  the  following  essential 
qualifications:  proven  track  record  in  de¬ 
veloping  and  implementing  strategic  sales 
initiatives;  demonstrating  a  social  leadership 
style  that  emphasizes  flexibility  and  a 
keen  interest  in  other  perspective  and 
ideas;  nurtures  marketing  innovation  and 
builds  commitment  through  training  and  col¬ 
laboration  to  serve  needs  of  all  advertiser 
segments  in  print  and  online;  shows  a  good 
balance  of  task  and  people  related  skills 
and  aggressively  adopts  technology  to  sup¬ 
port  entrepreneur  initiatives  to  achieve  cus¬ 
tomer  needs  and  provide  operational  effi¬ 
ciencies.  Position  provides  leadership  to 
five  sales  managers  and  plays  a  pivotal  role 
on  the  140  staff  advertising  team.  Compen¬ 
sation  will  be  commensurate  with  qualifica¬ 
tion.  Excellent  benefits  package,  including 
medical,  dental,  life  insurance,  retirement 
and  40i(k).  Send  resume  and  cover  letter 
to  Bob  Encarnacion,  Human  Resources  De¬ 
partment,  2442  Dr.  Martin  Luther  King  Jr. 
Boulevard,  Fort  Myers,  FL  33901. 

Fax:  (941)335-0297 
E-mail:  jobs@news-press.com 
RUSH  to: 

Leo  Harley,  Manager/Recruiting 
The  Journal  News 

One  Gannett  Drive,  White  Plains,  NY  10604 
lharley@thejournalnews.gannett.com 


ADVERTISING 


SALES  DIRECTOR 

Looking  for  hands  on,  dynamic,  take 
charge  individual  to  grow  new  online  sales 
department.  Five  Web  sites  and  deep  prod¬ 
uct  line  to  sell.  Must  be  willing  to  lead  by 
doing.  Previous  sales  management  experi¬ 
ence  required.  Beautiful  beach  location. 
E-mail  resume  and  salary  history  to: 
sklutz@link.freedom.com 

SALES  MANAGER 

To  hell  with  the  recession!  We’re  growing 
like  crazy.  Come  grow  with  us.  We  have  a 
great  sales  team  of  eight.  Now  we  need  a 
great  coach.  We  are  The  Rhinoceros  Times, 
NC’s  largest  community  weekly  and  we're 
in  the  hunt  for  a  manager  with  a  proven  ad¬ 
vertising  sales  record.  If  you  can  take  our 
reps  to  the  top,  you  will  be  well  rewarded. 
Fax  resume  to  Attn:  William: 

(336)  273-0821  or  w@rhinotimes.net 


CIRCULATION 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Times  Leader,  a  Knight-Ridder  newspa¬ 
per  is  seeking  a  #2  position  in  the  circulation 
Department.  Circulation  is  63,000  Sunday 
and  45,000  daily.  The  person  we  are 
seeking  must  be  aggressive  in  achieving 
overall  circulation  growth,  and  have  the  ability 
to  motivate  people  in  a  team  environment.  To 
qualify  for  this  position  you  should 
have: 

•  Circulation  sales  and  marketing 
experience 

•  Operations  knowledge 

•  Comprehensive  newspaper  experience 

•  Knowledge  of  ABC  rules 

•  Excellent  communication  and 
interpersonal  skills 

•  Ability  to  manage  in  a  fast-paced 
environment 

The  Times  Leader  offers  a  competitive 
compensation,  comprehensive  benefit  plan, 
including  dental,  health,  vision  and  life  insur¬ 
ance  plans,  401(k)  plan  and  stock  option 
plan.  Send  resume  and  cover  letter  to: 

Susan  Kahlau 
c/o  Times  Leader 
15  North  Main  Street 
Wilkes-Barre,  PA  18711 

ZONE  MANAGER 

Our  state’s  leading  newspaper  is  looking 
for  a  Zone  Manager  to  coordinate  the  delivery 
of  our  newspaper,  sales,  customer 
service,  and  collections.  A  minimum  of  3 
years  newspaper  experience.  Excellent 
Benefits  and  Company  Car.  Please  send  re¬ 
sume  and  salary  requirements  to: 

The  Oklahoman,  Attn:  Andrea  May 
9000  N.  Broadway 
Oklahoma  City,  OK  73114 
Email:  amay@oklahoman.com 
Fax:  (405)  475-3733 
THE  OKLAHOMAN 
An  Equal  Oppo-  tunity  Employer 

YOU  CAN  SELL  YEAR~ROUND  IN  THE 
VALLEY  OF  THE  SUN! 

The  Tribune  Family  of  Publications  is  currently 
looking  for  successful  sales  contractors  to 
gain  home  delivery  subscribers  in 
our  suburban  Phoenix  market.  For  more  in¬ 
formation,  contact  Todd  Halvorsen  at: 

(480)  898-6326  or  online  at: 
thaivorsen@aztrib.com 


CIRCUIATION 


SIX-DAY  DAILY  in  north  central  Florida 
seeks  experienced  Circulation  Director. 
Looking  for  someone  who  knows 
everything  about  home  delivery,  single 
copy  sales,  ABC  and  NIE.  Send  resume  to: 

Rick  Bacon,  Lake  City  Reporter 
126  E.  Duval  Street,  Lake  City,  FL  32055 

CIRCULATION  DIRECTOR  needed  for  a  7 
day,  20,000  circulation  newspaper.  Great 
opportunity  for  an  experienced  leader  with 
good  people  skills  and  strong  on  sales  and 
service.  Good  pay  and  benefits  including 
health,  dental,  401(k),  pension  plan,  etc. 

If  you  are  ready  for  hard  work  and  a  rewarding 
challenge  this  could  be  for  you. 
Send  resume  to  Publisher,  Record-Courier, 
P.O.  Box  1201,  Ravenna,  OH  44266. 

CIRCULATION  MANAGER 
Are  you  currently  in  management  or  ready 
to  step  up  to  management?  Successful 
large  circulation  tri-state  shopper  seeking 
manager  with  experience  in  staffing,  sched¬ 
uling,  quality  control  for  mail  and  carrier  de¬ 
livery.  Communication  with  Post  Office, 
hand  and  automated  inserting  utilizing 
Kirk-Rudy  equipment.  Company  will  partici¬ 
pate  in  relocation  costs.  Starting  salary 
commensurate  with  experience  $60,000  to 
$90,000.  Call  or  send/fax  resume  to: 

Tri-State  Pennysaver  Group 
Larry  Ross  Weinberger,  Publisher/CEO 
101  Executive  Blvd.,  Elmsford,  NY  10523 
Ph  (914)  592-5222  or  Fax  (914)  592-3646 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
Texarkana  Gazette  has  an  opening  for  an 
Assistant  City  Editor.  Send  resume  to:  Per¬ 
sonnel  Manager  Anna  Johnson,  P.O.  Box 
621,  Texarkana,  TX  75504. 

DESKTOP  PUBLISHING  LAYOUT  EDITOR 
NO  SUMMERS.  Unique  opportunity  for  editor 
with  right  combination  of  talents.  Small 
publishing  company  needs  well-rounded  in¬ 
dividual  for  production  of  multiple  newspa¬ 
pers.  Central  NJ  job  requires  page  layout, 
editing  and  print  production  experience. 

E-mail:  editjob2002@yalioo.com 

BUSINESS  JOURNALISTS/ 
RESEARCH  ASSOCIATES 
Our  associates  research  and  communicate 
best  business  practices.  Here  is  an  excellent 
way  to  expand  your  horizons  beyond 
journalism  and  be  a  part  of  a  rapidly 
growing  consulting,  research,  and 
publishing  business.  Relocation  to  Chapel 
Hill,  NC  -  a  top  place  to  live  -  is  required. 
Compensation  includes  a  base  salary  of  ap¬ 
proximately  $30,000  -  $35,000  per  year, 
depending  upon  experience. 

An  extensive  list  of  responsibilities  and  further 
information  are  available  at: 

http://www.best-in-class.com/careers/ 

job_openings.htm 

Come  join  a  fast-paced  team  on  the  cutting 
edge  of  business! 

e'duCATIONIePORTER  to  cover  school  dTs- 
trict.  University  of  Texas  campus  and  com¬ 
munity  college.  One  of  the  most  important 
beats  for  our  newspaper  and  our 
community.  Enjoy  a  dry,  warm  climate  in  a 
city  with  a  lot  to  offer.  Send  or  E-mail  clips 
to  Editor  Meta  Minton,  Midland  Reporter 
Telegram,  201  E.  Illinois  Avenue,  Midland, 
TX  79702  or  mminton@hearstnp.com. 


ADVERTISING  _ ADVERTISING 


SALES  TRAINING  &  DEVELOPMENT  MANAGER 


The  Advertising  Division  of  The  St.  Louis  Post-Dispatch  is  looking  for  a  results  driven 
leader  to  provide  sales  training  and  development  for  our  advertising  sales  or¬ 
ganization.  Responsibilities  of  this  position  will  include:  developing  sales  training 
curriculum  for  both  new  and  seasoned  Post-Dispatch  Account  Executives,  conducting 
skills  training  as  needed  (  consultative  selling,  territory  and  time  management,  over¬ 
coming  objections,  closing,  etc.),  field  teaching  and  training,  coaching, 
mentoring  and  continually  developing  new  curriculum  to  meet  evolving  needs  of 
our  sales  staff. 

The  successful  candidate  will  posses:  a  proven  track  record  of  sales 
management,  a  minimum  of  five  years  experience  in  advertising  sales,  sales 
management  or  sales  training  with  a  proven  track  record  of  consistently 
exceeding  goals,  a  proven  ability  to  lead  and  motivate  a  sales  staff,  exceptional 
time  management  and  organizational  skills  and  a  desire  to  start  from  ground  zero 
to  create  results  oriented  training. 

We  offer  a  generous  benefits  package:  Excellent  salary,  401(k)  plan,  health  and 
dental  and  other  benefits. 

Send  resumes  to; 

ST.  LOUIS  POST  DISPATCH 

Human  Resources 

Sales  Training  &  Development  Manager 
900  North  Tucker  Blvd.,  St.  Louis,  MO  63101 
Or  send  your  resume  by  fax: 

(314)  340-3005 

Or  by  E-mail:pdhr@post-dispatch.com 

The  Post-Dispatch,  an  Equal  Opportunity  Employer,  values  the  diversity 
of  our  work  force  and  the  knowledge  of  our  people 


Classified  Advertising  call^(888)825-9l49 
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EDITORIAL 


ASSISTANT  FEATURES  EDITOR 
The  News  Journal,  a  125,000/150,000 
metro  daily  just  30  minutes  south  of  Phila¬ 
delphia,  IS  seeking  an  assistant  features 
editor.  The  position  includes  working  with 
reporters,  editing  stories,  planning  center- 
piece  packages  and  producing  special  sec¬ 
tions.  Candidates  must  have  good  commu¬ 
nication  and  time-management  skills  and 
experience  in  developing  story  ideas  and 
producing  interesting,  informative  and  at¬ 
tractive  feature  packages  with  an  eye  toward 
18- to  34-year-old  readers.  Send  a  letter,  re¬ 
sume  and  work  samples  to: 

Features  Editor  Kristin  Wilkison 
P.O.  Box  15505,  Wilmington,  DE  19850 
Or  E-mail:  kwilkison@delawareonline,com 

CORPORATE  INTERNET 
CONTENT  MANAGER 

California  newspaper  company  seeks  crea¬ 
tive  self-starter  to  develop,  edit  and  publish 
innovative  and  stimulating  local  content  for 
our  divisions'  websites.  Interacting  with  our 
management  team,  the  Internet  Content 
Manager  will  direct  all  aspects  of  content 
development,  marketing  and  site  design. 
Our  objective  is  to  produce  dynamic  features 
that  are  local  in  focus,  unique  to  our 
websites  and  enhance  our  print  publications. 
Compensation  package  includes  all 
health  and  401(k)  benefits.  Send  resume 
with  samples  of  your  work  and  content  cre¬ 
ativity  to:  alphami@hotmail.com. 

EDITORIAL  PAGE  EDITOR 
Our  35,000<irculation  daily  seeks  a 
well-rounded  and  well-read  wordsmith- 
watchdog  dedicated  to  community  journal¬ 
ism.  Leadership  skills,  a  keen  sense  of  fair¬ 
ness,  superior  copy-editing  skills  and  expe¬ 
rience  writing  editorials  are  a  must.  Our  edi¬ 
torial  board  is  pragmatic,  but  may  be 
viewed  as  moderate-conservative. 

We  are  part  of  a  dynamic  Scripps  Howard 
cluster,  which  includes  two  other  dailies 
and  a  web  site  (www.tcpalm.com). 

Send  resume,  clips  to: 

Larry  Reisman,  Editor.  The  Press  Journal 
P.O.  Box  1268,  Vero  Beach,  FL  32961 

LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 

THE  SUN  NEWS,  a  50,000-circulation 
Knight  Ridder  newspaper  in  Myrtle  Beach, 
SC,  is  seeking  an  outstanding  journalist  to 
cover  Its  food  and  restaurant  beat  and 
write  other  features.  This  is  much,  much 
more  than  a  recipe-of-the-week  position. 
Our  ideal  candidate  would  be  full  of  great 
ideas,  aggressive,  prolific  and  the  kind  of 
journalist  whose  writing  is  as  tasty  as  his 
topic.  To  apply,  send  your  resume,  work 
samples  and  a  cover  letter  to  Patricia 
O’Connor,  editor  The  Sun  News,  P.O.  Box 
406,  Myrtle  Beach,  SC  29578. 

WANTED:  Skeptical,  digging,  tenacious, 
creative  investigative  REPORTER  to 
conduct  investment  research  full-time  for 
San  Francisco  Hedge  Fund.  Not  a  writing 
position.  Must  work  out  of  SF  office.  Email: 
amw@cannellcap.com 


-HELP  WANTED- 


EDITORIAL _  _ EDITORIAL _  _ EDITORIAL 

EDITORS  r . 


Two  very  good  business  newspapers  looking 
for  newsroom  leadership  to  get  even 
better.  Awards,  respect  and  a  great  staff 
are  waiting  for  the  right  editors  to  come  in 
and  take  charge.  Great  company  with  lots 
of  opportunities  in  great  cities  across  the 
nation.  Send  resume  and  samples  to: 

Box  2512,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


TWO-YEAR  INTERN  REPORTERS 

The  Providence  Journal  Company  has  immediate,  full  time  openings  in  its  Two-year 
Intern  Reporter  program. 

Intern  reporters  work  side  by  side  with  veteran  reporters  in  regional  news  offices. 
Their  work  is  directed  by  some  of  our  most  experienced  editors. 

To  be  eligible,  you  must  be  currently  located  in  New  England  and  have  6  months  or 
less  of  professional  newspaper  writing  experience,  not  counting  summer  or 
academic  internships. 


HERALD  NEWS 

Our  38,000-circulation  daily  in  northeastern 
New  Jersey,  just  25  minutes  from  Times 
Square,  is  looking  for  as  many  as  10  jour¬ 
nalists  committed  to  excellence  and  enter¬ 
prise.  We’re  expanding  our  staff  as  we  create 
a  new  newspaper  for  our  vibrant,  multicultural 
community.  We  need: 

ASSISTANT  CITY  EDITOR  to  help  manage 
our  daily  news  report.  We  seek  a  skeptical 
editor  with  great  energy  and  enthusiasm 
who  has  a  proven  record  of  effective 
newsroom  teamwork.  Required:  one  year  of 
editing,  or  comparable  reporting  background. 
Write  Stephen  McCarthy,  managing 
editor/assignment: 

mccarthys@northjersey.com 
ASSISTANT  FEATURES  EDITOR  with 
top-notch  layout  and  visual  skills  to  help  our 
growing,  new  features  sections  soar.  We 
want  brighter,  hipper,  scintillating  design. 
Vital  to  our  success  is  a  second-in- 
command  with  news  editing  experience  and 
proven  talent  for  dazzling  pages. 

Write  Stephen  McCarthy 
FEATURE  WRITERS  to  mine  the  rich  lode  of 
culture,  arts  and  life  in  our  diverse  and  vibrant 
communities.  We  seek  journalists 
who  write  newsy,  useful,  interesting  stories 
that  put  our  readers’  needs  first.  Required: 
two  years  at  a  daily  and  scintillating  clips. 

Write  Stephen  McCarthy 
PHOTOGRAPHER  with  street  smarts,  guts 
and  an  eye  for  dazzling  pictures.  We  cover 
a  diverse,  urban  community  that  offers  tons 
of  opportunity  for  enterprising  shooters. 
Required:  one  year  at  a  daily.  Write  Ryan 
Mercer,  chief  photographer: 

mercerr@northjersey.com 
REPORTERS,  NEWS  to  cover  the  waterfront 
-  we  have  one  -  in  communities  with  land¬ 
scapes  that  range  from  the  gritty  urban  to 
the  bucolic.  We  want  storytellers  who  uncover 
as  well  as  cover  stories.  Required: 
one  year  at  a  daily  or  a  graduate  J  degree. 

Write  Stephen  McCarthy 
COPY  EDITORS  sought  for  our  sports  desk 
and  expanded  features  desk  committed  to 
producing  top-notch  sections.  We  want 
Quark-sawy  editors  with  an  eye  for  design, 
a  wordsmith’s  touch  with  copy  and  a  record 
of  meeting  tough  deadlines.  Required:  one 
year  at  a  daily.  Write  Kathie  Adams,  assistant 
managing  editor: 

adamsk@northjersey.com 
GRAPHICS  EDITOR  to  help  shape  our  new 
look,  especially  our  new  feature  sections. 
We  need  a  journalist  with  a  strong  visual 
sense  and  the  ability  to  meet  deadlines. 
Must  know  QuarkXPress,  Illustrator  and 
Freehand.  Required:  Two  years  at  a  daily. 

Write  Kathie  Adams 

COMPETITIVE  SALARIES,  excellent  benefits. 
Send  your  resume,  references,  salary  history 
and  work  samples  to  the  appropriate  editor  at 
Herald  News,  CN  473,  One  Garret 
Mountain  Plaza,  West  Paterson,  NJ  07424. 


We  offer  a  competitive  salary  and  benefits  package.  Interested  individuals  should 
send  a  resume  and  clips  to: 

Thomas  McDonough.  Human  Resources  Director 

The  Providence  Journal 

75  Fountain  Street.  Providence.  Rl  02902 


EDITORIAL 


MAILROOM 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher 
of  alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  papers  in  Ft.  Lauderdale  and 
Cleveland.  We  want  reporters  who  under¬ 
stand  the  difference  between  magazine- 
style  reporting  and  the  hurried  fact-finding 
of  daily  papers.  The  ideal  candidates  will  be 
able  to  create  in-depth,  well-crafted  stories 
that  explore  the  issues,  events  and  person¬ 
alities  of  their  community. 

New  Times  publishes  magazine-style 
weekly  newspapers  covering  local  news, 
politics,  arts  and  music  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Los 
Angeles,  Ft.  Lauderdale.  Cleveland,  St. 
Louis,  Kansas  City  and  Oakland.  We  offer 
competitive  salaries  and  benefits.  Qualified 
applicants  should  send  cover  letter,  resume 
and  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 

SPORTS  EDITOR.  Daily,  lOK  circulation  in 
western  PA.  Abilities  with  QuarkXPress  and 
column  writing  required.  Photography  a 
plus.  Contact  Bedford  Gazette  with  resume 
and  clips  at:  gazetteopinion@nb.net. 

SPORTS  EDITOR/ASSISTANT  CITY  EDITOR 
The  Scranton  Times-Tribune,  a  65,000 
daily  with  morning  and  evening  editions  in 
northeastern  Pennsylvania,  seeks  two  key 
newsroom  managers: 

SPORTS  EDITOR:  We  need  an  editor  who  is 
as  passionate  about  prep  sports  as  pro 
sports  to  lead  and  develop  a  staff  of  14. 
Ideal  candidate  will  be  a  proven  journalist 
with  strong  word  and  visual  skills,  excellent 
news  judgment  and  a  thorough  knowledge 
of  sports.  The  editor  will  shape  coverage, 
oversee  production  and  handle  some  ad¬ 
ministrative  dubes. 

ASSISTANT  CITY  EDITOR:  We  need  a  strong 
words  editor  who  can  think  outside  the  box 
to  fill  a  key  position  on  the  city  desk.  Ideal 
candidate  will  have  a  strong  news  back¬ 
ground  and  show  the  ability  to  generate  in¬ 
teresting  enterprise  stories  and  lead  a 
team  of  reporters. 

Reply  to  Lawrence  K.  Beaupre,  managing 
editor.  The  Scranton  Times-Tribune,  149 
Penn  Avenue,  Scranton,  PA  18503. 


MAILROOM  MANAGER 

The  Daily  Camera  is  seeking  a  mailroom 
manager.  BA  in  business,  production  or  re¬ 
lated  field  with  5  years  experience  in  pro¬ 
duction  systems  from  front  end  to  P&H  pro¬ 
cessing  IS  preferred  with  minimum  2  years 
supervisory  experience.  Bilingual  in  Spanish 
and  English  is  highly  desirable.  Must  lead 
and  manager  our  P&H  staff,  develop  budg¬ 
ets.  plans  and  strategies;  monitor  repair 
and  preventative  maintenance  for  all  equip¬ 
ment.  Competitive  pay  and  benefits  package. 
For  more  information  at : 

www.thedailycamera.com. 

Send  cover  letter,  resume  and  salary  request 
to:  Daily  Camera,  Attn:  HR.  P.O.  Box 
4579,  Boulder,  CO  80306  or  E-mail  to: 
jobs@thedailycamera.com,  EOE 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


e:&p'S  classified 
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-HELP  WANTED- 


PRESSROOM 


PRESSROOM  MANAGER 
The  San  Jose  Mercury  News,  a  Knight  Ridder 
paper,  is  seeking  a  Pressroom 
Manager  with  offset  web  press  experience. 
The  ideal  candidate  will  be  responsible  for 
the  entire  operation  of  the  pressroom,  in¬ 
cluding  the  coordination  of  work  flow,  man¬ 
aging  the  pressroom  budget,  and  overseeing 
the  newsprint  warehouse.  In  a  deadline 
driven  environment,  this  individual  will  monitor 
and  maintain  quality  and  waste  goals, 
coach  and  train  staff  to  meet  their  full  po¬ 
tential,  and  manage  multiple  projects. 
Knowledge  of  Headliner  offset  and  Metro 
press  preferred.  Experience  working  in  a 
production  atmosphere  is  required.  Must 
be  flexible  in  work  hours.  Please  E-mail 
your  resume  to:  iobs@sjmercury.com;  or 
mail  your  resume  to:  HR,  San  Jose  Mercury 
News,  750  Ridder  Park  Drive,  San  Jose,  CA 
95190.  EOE. 

PRODUCTION/TECH 

PRODUCTION  DIRECTOR 
Must  have  demonstrated  expertise  with 
color  web  press,  mailroom  operations, 
commercial  printing  sales  solicitation  and 
implementation.  Send  letter,  resume,  salary 
history,  work  samples  to  John  Brewer,  pub¬ 
lisher,  Peninsula  Daily  News,  305  W.  First 
Street,  Port  Angeles,  WA  98362. 

www.peninsuladailynews.com 


ADM1N1STR.\TIVE 

PROFESSIONAL  with  12  years  community 
newspaper  management  (daily/weekly) 
seeks  new  challenge  as  publisher,  GM  or 
department  head.  Solid  experience  in  all  de¬ 
partments.  Available  immediately. 

(970)  704-1402  or  kwt@sopris.net 


PRESSROOM _ 


PRESSROOM  MANAGER 
The  Daily  Breeze  seeks  to  fill  the  position 
of  Pressroom  Manager.  The  qualified  candi¬ 
date  will  be  responsible  for  the  activities 
and  professional  development  of  press 
crews,  press  operators  plus  maintenance 
and  electrical  staff,  operation  and  mainte¬ 
nance  of  the  press  and  delivery  of  high 
quality  products  in  a  timely  and  professional 
manner.  Candidates  also  need  to  prepare 
press  impositions,  schedule  press  crews, 
and  coordinate  major  maintenance 
projects.  The  position  requires  five  years 
previous  supervisory  experience  plus  five 
years  as  a  press  journeyman.  College  degree 
plus  two  years  press  maintenance  experience 
preferred.  To  apply,  please  FAX 
resumes  to  Human  Resources  at: 

(310)  54a9455 

E-mail  to:  jobs@dailybreeze.com 
Or  mail  to: 

Daily  Breeze 
Attn:  Human  Resources 
5215  Torrance  Blvd.,  Torrance,  CA  90503 


_ CIRCUIATION _ 

CIRCULATION  MANAGER  seeks  new  chal¬ 
lenge.  18  years  with  top  5  metro.  Sales  ex¬ 
perience  and  people  oriented.  Fax  (703) 
239-1015  or  E-mail:  bk22310@aoLcom 

EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  in  New  York. 

Phone/Tax  (631)  588-2735 

_ PHOTOGRAPHY _ 

VETERAN  PHOTOJOURNALIST.  Bi-lingual. 
Major  daily  newspapers  include  Cleveland 
Plain  Dealer,  Boston  Globe.  Seeking  perma¬ 
nent,  f/t  position.  Email:phodogl@aoLcom 
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INFORMATION 


DEADLINES 


Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week  . 

. $13.25 

1  week . 

. $12.10 

2  weeks  . 

. $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks  . 

. $  9.15 

4  weeks  . 

. $  8.00 

1 2  weeks  . 

. $  8.75 

1 2  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks . 

.  $120 

52  weeks  . 

. $  95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  -t-  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 


Save  $300 
when  you 
register  by 
January  18th! 


More  than  ever,  you  are  being  asked  to  maximize 
every  dollar  you  spend. 

So,  if  you  can  only  attend  one  event  in  2002,  make  it 
the  biggest  and  most  powerful  annual  get-together  of 
interactive  newspaper  professionals. 

Follow  the  signs  to  pioneering  ideas  and 
innovative  strategies  for  2002  and  beyond.  .  .  \ 
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Don't  Miss  Keynotes  By: 

Paul  Saffo,  Director,  Institute  for  the  Future 

Steve  Rossi,  President,  Newspaper  Division,  Knight  Ridder 

Other  Featured  Presenters  include: 

Merrill  Brown,  Sr.  Vice  President  and  Editor  In  Chief,  MSNBC.com 

Bob  Cauthorn,  VP/ Digital  Media,  San  Francisco  Chronicle 

Bonnie  Chan,  Communications  Director,  Team  One  Advertising 

David  D.  Hiller,  President,  Tribune  Interactive 

Rich  Jaroslovsky,  Senior  Editor,  The  Wall  Street  Journal 

Elizabeth  Osder,  Knight  Fellow,  Stanford  University 

Chris  Schroeder,  CEO  &  Publisher,  Washington  Post  Newsweek  Interactive 


To  Register,  Sponsor/Exhibit, 
or  for  more  information, 
visit  www.editorandpublisher.com 
or  call  (toll-free)  888.536.8536 


A  "MUST  AUEND"  FOR  ALL: 

Publishers,  General  Managers, 
Media  Company  Corporate  Planners, 
New  Media  Managers  and  Directors, 
Online  Editors  and  Producers, 
Marketing  and  Promotion  Executives, 
Advertising  Executives, 
Technology  Managers  and 
Web  Specialists 


~  Sponsored  By  ~ 


NETWORK 

THE  BEST  OF  LOCAL  MEDIA 


No  Sales  Staff  Should  Be  Without  One 

Publishers,  General  Managers  Advertising  Executives, 
Circulation  Managers,  Marketing  Managers,  Advertising 
Agency  Executives,  New  Media  Executives,  etc. 

Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
U.S.  and  Canadian  newspaper  industry 

It's  Easy,  It's  Fast,  It's  Simple 

The  fast,  menu  activated  search-and-display  capability  of  our 
CD-ROM  makes  finding  data  and  compiling  lists  easier  than 
ever. 

Customize  Your  Search  By  Any  Field 

Search  newspapers  by  Titles,  Personnel  Names,  City,  State, 
County  and  Zip  Codes.  Search  for  special  topic  editions; 
Religious,  Ethnic,  Alternative.. ..and  much  more! 


•  Exportable  Data  For  Mail  Merge  ^ 

All  the  information  can  be  exported 
to  your  PC  in  a  wide  range  of  file 
formats.  Customize  mailing  lists  for 
each  of  your  communications  projects 
from  traditional  mass  mailings  to  broadcast 
e-mails  to  telemarketing.  Create  your  own  contact 
management  database  with  applications  like  Act  or  Access. 

•  CD-ROM  Sections 

The  Year  Book  CD-ROM  lists  over  90,000  personnel  names 
including  all  U.S.  Dailies,  U.S.  Weeeklies,  Canadian  Newspapers, 
Foreign  Newspapers  and  Mechanical  Equipment  sections... 

...  names  of  contacts  and  their  areas  of  responsibility,  plus  other 
critical  information  about  newspapers,  newspaper  suppliers  and 
service  companies 

SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of  RAM  minimum,  SVGA  Monitor  or 
higher,  10  MB  available  hard  drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7  or  later, 
2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space.  DOS  -  VGA  monitor  or  higher,  DOS  3.3  or 
higher,  Microsoft  CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)  336-4380  ext.  1  or  order  online  at  www.editorandpublisher.com 


Dili  technology 
is  for  museums 

Let  Fleetwood  Mac  be  your  guide  in  2002 
Don’t  stop  thinking  about  tomorrow ... 


This  is  a  great  time  of  year 

to  be  a  columnist.  It’s  when  you 
get  to  ponder  the  coming  12 
months  and  make  a  few 
predictions.  Thankfully,  the  newspaper 
industry  appears  to  be  moving  forward.  We 
will  no  longer  be  in  a  crisis  mode,  trimming 
staffs  and  budgets.  The  financial  upturn 
may  leave  many  of  us  glancing  over  our 
collective  shoulders  at  2001  and  sighing, 
“Glad  that’s  over  with!”  But  looking  back¬ 
ward  is  a  dangerous  thing. 

We  all  need  to  start  looking 
forward,  addressing  our  needs 
for  this  year  and  beyond. 

Despite  the  recession,  the 
digital  news-and-information 
universe  continues  to  shift 
and  evolve,  impacting  our 
business  world.  If  we  don’t 
refocus  our  energies  on 
opportunities,  this  year  will  be 
much  harder  on  us  —  even 
after  our  economic  fortunes 
start  to  improve. 

My  major  “Digital  Output”  resolution  for 
2002  is  deceptively  simple:  Don’t  stop 
thinking  about  the  future.  Here  are  six 
major  areas  that  will  be  shaping  it. 

Peer-to-peer:  Napster  may  be  dead, 
but  peer-to-peer  (p2p)  technology  is  very 
much  alive.  On  the  Internet,  p2p  refers  to 
transient  networks  that  allow  groups  of 
computer  users  to  connect.  One  user 
directly  accesses  music  or  other  data  files 
on  another’s  hard  drives.  Corporations  are 
starting  to  look  at  p2p  as  an  effective  way 
for  employees  to  share  files  without  the  cost 
of  centralized  servers.  This  technology  can 
reduce  our  costs  while  facilitating  better 
communication  among  employees. 

P2p  also  will  become  increasingly  impor¬ 


tant  as  a  link  between  our  companies  and 
our  suppliers.  A  Forrester  Research  survey 
in  October  rejiorted  that  52%  of  manu¬ 
facturers  said  they  were  collaborating  with 
suppliers  via  the  Net,  a  dramatic  increase 
from  40%  the  previous  quarter.  Conduct¬ 
ing  business  over  the  Net  would  increase 
productivity  and  more  effectively  manage 
our  relationships  with  our  vendors  —  and 
our  customers. 

Consumercentric  systems:  Our  busi¬ 
ness  is  all  about  serving  our 
customers!  And  we  have  lots 
of  different  customers  that  we 
need  to  serve  through  a  single 
integrated,  enterprisewide 
management  system.  Other 
industries  are  spending  lots 
of  time  and  energy  looking 
for  in-house  and  outsourced 
methods  to  deal  with  their 
multichannel  customers. 
Newspaper  companies  should 
look  beyond  single-purpose 
systems  such  as  circulation, 
classified  advertising,  and  e-commerce. 
Even  if  you  need  to  replace  an  existing 
single-purpose  system  today,  make  sure 
you  have  a  strategy  to  capture  and  manage 
future  customer  relationships  and  data. 

XML  publishing:  XML  (extensible 
markup  language)  will  be  increasingly 
impiortant  to  publishers  wanting  to  serve 
customers  across  a  variety’  of  wired  and 
wireless  platforms. 

HTML  (hvpertext  markup  language) 
is  about  displaying  information.  XML  is 
about  defining  information.  Using  the 
more  flexible  XML  publishers  can  display 
information  across  a  variety  of  devices  — 
computer  screens,  cell  phones,  personal 
digital  assistants  —  without  reformatting. 


The  use  of  XML  eliminates  manual 
methods  held  over  from  the  hard-copy 
days,  as  well  as  processes  introduced  with 
the  first  Web  pages.  We  need  to  look  at 
using  XML-based  methods  to  manage  a 
company’s  entire  stock  of  digital  assets  — 
text,  video,  audio,  and  images  —  whether 
from  editorial,  advertising,  or  circulation. 

Remote  digital  publishing:  While  this 
might  not  be  a  top  issue  this  year,  I  plan  to 
keep  an  eye  on  this  technology.  It  allows  us 
to  publish  our  newspapers  to  remote  sites. 
There  are  two  systems  worth  watching. 

One  is  the  Adobe  Acrobat  and/or 
Newsstand  Inc.  approach.  It  takes  a 
complete  newspaper  and  compresses  it  into 
a  file  small  enough  to  transmit  via  the  Net 
to  a  customer's  computer.  The  New  York 
Times  is  experimenting  with  this. 

The  other  creates  (or  uses  already 
created  pages)  and  transmits  that  material 
to  remote  printing  equipment.  Although 
one  vendor,  PressPoint  Inc.,  went  out  of 
business  trying  to  make  this  work,  other 
players  include  NewspaperDirect,  the 
Xerox  Newspaper  Network,  and  Oce  N.V. 

The  challenge  in  all  of  these  sy’stems 
might  be  more  human  than  technological. 
Rather  than  taking  an  e.xisting  product 
and  repackaging  it  for  the  PC  screen  or 
reducing  it  to  a  printer  page,  we  need  to 
think  about  the  kind  of  content  that  would 
be  unique  and  valuable  for  our  customers. 
As  broadband  Internet  access  becomes 
more  widespread  and  printers  get  cheaper, 
we  need  to  develop  interesting  business 
models  to  support  remote  digital  publish¬ 
ing  opportunities  direct  to  the  home. 

Wireless  for  the  company:  I  have 
already  written  about  using  wireless 
technology'  to  connect  employees  (and  ven¬ 
dors)  w'ithin  company  offices  and  at  remote 
sites.  Technologies  such  as  802.11b  (and  its 
faster  sibling  802.11a)  and  Bluetooth 
should  be  high  on  your  “2002  watch  list.” 

Wireless  for  the  consumer:  Look  for 
new  developments  of  the  most  popular 
handheld  platform,  the  Palm.  The  Palm  OS 
will  become  more  multimediacentric, 
providing  both  opportunities  and 
challenges.  Those  publishers  who  think 
only  in  “te.xt”  or  those  who  have  v'ideo 
and  audio  assets  but  haven’t  found  efficient 
ways  to  carry’  out  multiplatform  publishing 
w’ill  face  the  biggest  challenges.  [1 

Finberg,  managing  director  of  Finberg- 
Gentry,  the  Digital  Futurist  Consultancy, 
welcomes  suggestions  about  other  topics  of 
interest  at finberg@digitalfuturist.com. 
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Worst-case  scenarios 


As  unpleasant  as  it  may  be,  newspapers 
must  draw  up  disaster  contingency  plans 


IN  THE  WAKE  OF  THE  SePT.  11  TRAGEDY 
in  New  York,  “disaster  recovery”  and 
“business  continuity  planning”  have 
become  standard  phrases  in  our 
vocabulary.  Still  stinging  from  massive 
claims  filed  after  the  World  Trade  Center 
collapse,  many  insurance  companies  are 
now  insisting  businesses  have  emergency 
plans  before  they  will  even  offer  coverage. 
The  major  consulting  firms,  as  well  as  some 
of  the  bigger  tech  comp2mies,  instantly 
began  offering  help  with  wide-ranging  con¬ 
tingency  plans.  It  has  become  big  business. 

The  task  of  planning  for  complete 
annihilation  can  be  , 

overwhelming.  Trying 
to  envision  recuperation 
from  total  ruin  is  a  bit 
like  imagining  survival 
as  a  castaway:  Where  do 
you  start? 

As  a  business  thorough¬ 
ly  dependent  on  the 
constant  flow  of  data 
and  communication, 
newspapers  face  some 
unique  challenges  in  the 
midst  of  catastrophe, 
particularly  in  the  realm  of  technology. 
Disaster  recovery  is  an  enterprisewide 
undertaking  that  must  include  everything 
from  managing  people  in  a  crisis  to 
ensuring  uninterrupted  supply  chains. 
There  are  many  resources  to  help  with 
overall  planning,  but  here  are  some 
guidelines  for  getting  started  in  the  area 
of  information  technology. 

Assess  the  risks.  Analyze  your  key  busi¬ 
ness  components  and  determine  the  impact 
of  a  disaster  on  each.  For  newspapers,  these 
include  news  gathering  and  product  prepa¬ 
ration,  advertising  sales  and  production, 
printing,  distribution,  and  billing  and 
financial  functions.  Assume  that  you  will 
have  no  access  whatsoever  to  your  facility. 

Assign  priorities  to  operations.  Decide 
the  time  frames  in  which  various  business 
components  must  be  operational.  Some 


m 

-1 


financial  functions  might  be  able  to  wait, 
while  newsroom  operations  must  be  back 
in  action  immediately. 

Collect  information.  For  each  business 
component,  make  sure  you  know  what 
equipment  you  will  need  to  become  at 
least  minimally  functional.  Also  be  sure 
you  have  a  full  list  of  vendor  contacts 
available  off-site. 

Formulate  continuity  strategies.  For 
each  business  component,  decide  what 
data  are  critical  for  functionality.  Make  pro¬ 
visions  for  these  data  to  be  backed  up  and 
stored  off-site  regularly.  Decide  where  you 

tem- 

IB  porarily  for  the  various 
“  ^  business  components  if 

your  facility  becomes 
inaccessible.  For  exam¬ 
ple,  many  newsrooms 
have  agreements  with 
nearby  newspapers  to 
share  facilities  in  the 
event  of  an  emergency. 
Another  alternative  is 
an  arrangement  with  a 
local  university  or 
computer-training 
center  that  might  have  space  and  equip¬ 
ment  to  accommodate  a  makeshift 
newsroom.  For  circulation  and  classified 
phone  rooms,  consider  arrangements  with 
third-party  call  centers  for  temporary  help. 

Decide  how  you  will  deal  with  your 
major  systems.  In  the  short  run,  a  Mac¬ 
intosh  network  running  word-processing 
and  desktop-publishing  software  may  well 
serve  your  needs  to  get  a  product  out.  A 
circulation  system  or  classified  system  may 
present  more  of  a  challenge.  Discuss  with 
your  vendors  how  long  it  will  take  to 
acquire  replacement  technology. 

Don’t  forget  the  many  smaller  systems 
that  support  specific  tasks,  such  as 
ad-layout  systems  or  image-scanning 
systems.  You  may  have  to  plan  manual 
alternatives  for  tasks  that  would  normally 
be  automated. 


BY  ERIC  WOLFERMAN 


Make  sure  you  have  addressed 
telecommunications  needs.  Discuss 
options  with  your  telephone  vendors  to 
set  up  critical  internal  and  external 
communications  provisions  for  each  of 
the  major  business  components. 

Document  the  plan.  Create  a  record 
that  explains  the  full  plan  for  each  business 
component  and  distribute  it  to  all  key 
employees.  You  .should  also  keep  copies  of 
the  plan  off-site. 

Test  the  plan.  This  is  easier  said  than 
done.  It  is  nearly  impossible  to  simulate 
a  complete  disaster  and  put  all  your 
technology  alternatives  into  action  at  the 
same  time.  However,  you  can  test  and 
validate  individual  pieces  of  your  plan. 

For  instance,  validate  your  backup  data 
regularly  to  be  sure  they  can  be  recovered  if 
necessary.  Plan  a  drill  to  test  the  ability  to 
produce  a  scaled-down  product  from  your 
designated  alternative  site. 

Disaster-recovery  planning  can  become 
an  obsession.  The  possible  scenarios  are 
endless,  and  you  can  spend  a  lifetime  trying 
to  provide  for  every  contingency.  The  best 
plans  are  the  ones  that  are  kept  simple  and 
focus  on  clear  goals  should  tragedy  strike. 
For  instance,  if  you  establish  the  goal  of 
publishing  a  limited  product  with  specific 
distribution  objectives  on  Day  One,  you 
will  find  it  easier  to  decide  the  minimum 
requirements.  Likewise,  setting  operational 
goals  for  subsequent  days  will  help  you 
decide  in  what  order  you  must  get  things 
up  and  running. 

Trying  to  meet  unrealistic  expectations  in 
the  face  of  crisis  will  lead  to  frustration  and 
failure.  Be  clear  and  honest  about  what  can 
reasonably  be  achieved. 

Building  a  business-continuity  plan  can 
be  tedious  work,  but  it  is  a  great  exercise 
to  evaluate  your  operations.  As  you  walk 
through  your  critical  processes  to  develop 
recovery  plans,  you  may  well  discover  some 
valuable  things  about  how  you  operate  each 
and  every  day.  ID 

Wolferman,  vice  president  of  information 
technology  for  the  Denver  Newspaper 
Agency,  has  spent  more  than  25  years  as 
a  newspaper  journalist,  editor,  production 
executive,  and  information  technologist. 
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SYNDICATES 


A  number  of  distributors  are  ‘hurting  right  now/  but  there  is 
optimism  about  the  possibility  of  better  times  later  this  year 


BY  DAVK  ASTOR 

\TMDICATES  AND  NEWS  SERVICES,  LIKE  OTHER  BUSINESS- 

es,  know  this  year  won’t  be  easy.  But  they’re  hoping  the 
economy  will  start  to  improve  later  in  2002. 

“We  anticipate  modest  growth  through  the  year,  with 
a  lot  coming  in  the  second  half,”  said  Universal  Press 
Syndicate  President  Robert  Dufh^ 

Creators  Syndicate  President  Rick  Newcombe  said  current 
developments  such  as  a  more  bullish  stock  market  and  America’s 
success  in  the  Afghanistan  w^ar  lead  him  to  believe  that  the  econo¬ 
my  —  and  s>Tidication  sales  —  will  get  better  this  year. 


United  Media  Vice  President  for 
Marketing  and  Sales  Lisa  Klem  Wilson 
sees  comics  continuing  to  sell  better  than 
columns  this  year,  partly  because  the 
former  have  a  fixed  place  in  newspapers. 

Wfilson,  who  will 
add  the  title  of 
general  manager  at 
month’s  end,  did 
note  that  United’s 
Newspaper  Enter¬ 
prise  Association 
package  and  the 
United-marketed 
Scripps  Howard 
News  Service 
(SHNS)  are  weath¬ 
ering  the  recession  better  than  some 
indi\idually  sviidicated  features  because 
they  ofl'er  a  lot  of  content  for  the  money. 

SHNS  Editor/General  Manager  Peter 
Copeland  said  material  such  as  SHNS’ 
specialty  pages  on  new's,  sports,  and 
entertainment  topics  "help  papers  get 
high-quality’  material  economically  while 
freeing  up  staft’ to  cover  local  news.” 

The  bad  economy  has  led  to  newspaper 
I  staff  dow’nsizing,  which  can  help  national 


distributors  because  they  sell  papers 
material  to  replace  the  local  content  lost. 

Los  Angeles  Times-Washington  Post 
News  Service  President  A1  Leeds  said 
wires  not  only  offer  a  lot  for  the  money 
but  can  benefit  at  a 
time  when  much  is 
happening  in  a 
post-Sept.  11  world. 
Leeds  reported  that 
LAT-WP  had  a  net 
gain  of  35  clients 
last  year  as  papers 
added  international 
news  content. 

And  the  tragic 
events  of  Sept.  11 
may  lead  to  several  more  features  with  a 
spiritual  bent.  For  instance.  United  this 
March  will  launch  Guy  Gilchrist’s  weekly 
“Your  Angels  Speak,”  which  combines  an 
illustration  with  inspirational  words. 

But  Newcombe  said  that,  w'hile  he  has 
some  optimism  about  this  year,  various 
syndicates  are  clearly  “hurting  right  now’.” 
What  are  they  doing  about  it? 

Copley  News  Service  Editorial  Director 
Glenda  Winders  said  Copley  is  trying  not 


to  launch  new  features  until  the  economy 
improves.  Instead,  its  focus  is  to  better 
promote  established  features. 

Some  sy’ndicates  are  also  dropping 
unprofitable  features  or  cutting  other 
costs.  For  instance.  Creators  had  a  more 
modest  holiday  party’  and  delayed  employ¬ 
ee  raises  from  Jan.  1  to  July  1  —  though 
staffers  will  get  two  more  days  off  before 
July  1  and  extra  401(k)  contributions. 

But  syndicates  and  wires  don’t  antici¬ 
pate  cutting  much  staff  in  2002  because 
they  already  let  people  go  in  recent  years 
or  had  lean  staffs  from  the  start.  Of 
course,  some  layoffs  or  paring-by-attri- 
tion  are  possible  if  the  economy  stays  bad. 

Layoffs  tangentially  related  to  syndica¬ 
tion  are  occurring  at  Andrews  McMeel 
Publishing,  a  Universal  sister  firm  whose 
books  include  comic  collections.  On  Feb.  1, 
AMP  is  outsourcing  distribution  to  Simon 
&  Schuster,  meaning  about  110  employees 
are  being  let  go.  (Six  will  remain  to 
coordinate  with  S&S.)  The  outsourcing  is 
designed  to  not  only  save  money  but  al.so 
give  AMP  a  bigger  distributor  that  can  get 
books  out  faster.  AMP  will  continue  to 
handle  editorial,  marketing,  and  sales. 

Finally,  some  distributors  raised  2002 
rates  less  than  usual  —  only  2%  m  the 
cases  of  Copley  and  LAT-WP.  11 


et  cetera  . . . 

The  San  Francisco  Chronicle,  as  part 
of  a  reconfiguration  of  its  “Datebook” 
section,  cut  eight  comics  that  didn’t 
finish  high  in  a  poll  of  18,000-plus  readers. 
One  casualty  was  “Zippy  the  Pinhead”  by 
Bill  Griffith,  who  asked  fans  to  contact  the 
Chronicle  to  urge  it  to  reconsider.  The  King 
Features  Syndicate  cartoonist,  whose  strip 
began  in  San  Francisco,  told  The  Sun  in 
Baltimore  that  the  poll  represents  only 
about  4%  of  the  Chronicle's  readers  and 
that  older  people  are  more  likely  to  respond 
to  comic  surveys. ...  AccuWeather.com’s 
consumer-controlled  “iSight”  weather 
cameras  drew  about  1.1  million  page  views 
during  the  recent  seven-foot  snowstorm  in 
Buffalo,  N.Y.  The  local  Webcams  previously 
generated  300,000  page  views  a  month. 

In  other  news,  “AccuWeather.com 
Desktop,”  which  gives  PC  users  continuous 
weather  updates,  was  launched. ...  Jim 
Borgman:  My  25  Years  at  The  Cincinnati 
Enquirer,  a  hardcover  book  by  and  about 
the  King  editorial  cartoonist,  has  been 
published  and  is  in  stores  now. 


Universal's  Robert  Duffy  and  Creators’ 
Rick  Newcombe  discuss  the  economy. 


www.editoranclpublisher.com 
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THE  BEST  —  AND  REST  —  OF  THE  PRESS 


'He  is,  in  fact,  a  good  deal  more  conscroalivc  than  his 
father,  and  he's  hell-bent  on  lifting  oxenersh ip  rales." 

-  ANDREW  JAY  SC  H  WARTZ  M  AN,  MEDIA  ACCESS  PROJECT, 
ON  ECC  CHAIRMAN  MICHAEL  K.  POWELL 


tne  nara  way  mat  amplified  story,  but 

readers  still  have  jt  seemed  way  off-key. 
raw  nerves  about 

Sept.  11.  When  the  paper  published  its  annual 
review  of  the  local  music  scene  in  its  Jan.  3 
weekly  entertainment  tab,  editors  chose  cover 
art  that  some  found  inappropriate. 

The  image  of  a  burning  amplifier  deliberately 
evoked  the  billowing  smoke  of  the  World  Trade 
Center  towers.  Arts  Editor  Jeff  Salamon  said  the 
picture  was  meant  to  depict  a  depressing  year 
for  area  music,  which  included  clubs  closing 
and  musicians  dying  —  hardly  in  the  same 
category  as  the  WTC  collapse.  “We  wanted  to 
get  across  the  sense  of  loss  that  was  felt  around 
here,”  Salamon  told  E&P.  “It  came  about  with 
the  best  intentions.” 

But  shortly  after  the  cover  ran,  scores  of 
complaints  came  from 
readers  via  e-mail 

messages  and  phone  ■ 

calls,  partly  inflamed  by 
local  radio  talk  shows,  wH  *  I 

some  calling  for  editors  J 

to  get  axed.  Editor  Rich 
Oppel  had  to  make 
amends  in  his  Sunday 
column  Jan.  6.  He 
apologized  for  the 
cover,  but  also  blasted 
the  talk  shows'  “bumper  sticker  patriotism,” 
affirmed  that  editors  need  to  “take  risks”  — 
and  declined  to  fire  anyone.  “We  stubbed  a 
toe,”  Oppel  told  E&P.  “We  overstepped  in  our 
judgment  about  taste.” 

Salamon  and  Oppel  said  that  the  incident 
demonstrates  how  hard  it  is  for  newspapers  to 
determine  public  acceptance  of  any  edgy  image 
related  to  the  national  tragedy.  “It  underscores 
the  fragility  of  feelings  that  still  linger,”  Oppel 
noted.  Salamon  agreed,  but  said  papers  should 
be  allowed  to  make  mistakes:  “You  have  to  give 
some  leeway.”  —  Joe  Strupp 


Photo  of  the  iceek 


Oppel:  Overcoming 
a  toe  injury 


RICK  LOOMIS,  LOS  ANGELES  TIMES 

They’ve  been  showered  with  praise,  but  how  do 
military  personnel  in  the  wilds  of  Afghanistan  and  Pakistan 
manage  the  real  thing,  with  little  water  and  few  stalls?  Here, 
Keith  Gilleland,  22,  a  Marine  crew  chief  on  a  CH-53E  helicopter, 
improvises  using  the  “hell  hole”  door  in  the  bottom  of  the  craft  as  a 
makeshift  shower  room.  He  is  among  nearly  2,000  troops  stationed 
at  Kandahar  International  Airport.  And  yes,  he  really  did  say,  when 
he  emerged:  “I  feel  like  a  new  man.”  —Greg  Mitchell 
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OPPEL:  RALPH  BARRERA/AUSTIN  (TEXAS)  AMERICAN-STATESMAN 


_ Ee’P _ 

MARKETPLACE 


BIKT^ 

MGL 

Yvww.burtmountain.com 

^^^INTERNATIONAL  INC 

Larry  Frakes 

1800  Chapman  Avenue 

Rockville,  MD  20852 

303-674-3232 

Phone:  (301)881-4242 

sales@burtmountain.com  or 

Fax:  (301)  881-9121 

www.BurtMountain.com 

MGI  provides  pollution  control  systems  for 

e-BURT 

newspaper  pressrooms,  including  paper  dust  and 
noise  control  of  presses  and  mailrooms,  utilizing 
MGI  proprietary  collectors  including  the  APAR 

Economical,  Fast,  Easy 

MKIV  air  washers,  E-VAC  air  operated  vacuums 

and  on  the  Web 

and  cyclonic  dry  collectors.  MGI  also  provides 
flexo  ink  management  systems,  ink  reclamation 
and  wastewater  treatment  systems. 

HOW  PACKAGING  GETS  DONE™ 

More  than  ever,  you  are  being  asked  to 
maximize  every  dollar  you  spend. 

So,  if  you  can  only  attend  one  event 
in  2002,  make  it  the  biggest  and 
most  powerful  annual  get-together 
of  interactive  newspaper  professionals. 


Save  $300 
when  you 


Follow  the  signs  to  pioneering  ideas  and 
innovative  strategies  for  2002  and  beyond.  .  . 

Don't  Miss  Keynotes  By: 

Paul  Saffo,  Director,  Institute  for  the  Future 

Steve  Rossi,  President,  Newspaper  Division,  Knight  Ridder 

Other  Featured  Presenters  Include: 

Merrill  Brown,  Sr.  Vice  President  and  Editor  In  Chief,  MSNBC.com 
Bob  Cauthorn,  VP/Digital  Media,  San  Francisco  Chronicle 
Bonnie  Chan,  Communications  Director,  Team  One  Advertising 
David  D.  Hiller,  President,  Tribune  Interactive 
Rich  Jaroslovsky,  Senior  Editor,  The  Wall  Street  Journal 
Elizabeth  Osder,  Knight  Fellow,  Stanford  University 
Chris  Schroeder,  CEO  &  Publisher,  Washington  Post 
Newsweek  Interactive 


c 


'  A  “MUST  AUEND"  FOR  ALU  ' 

Publishers,  General  Managers, 
Media  Company  Corporate  Planners, 
New  Media  Managers  and  Directors, 
Online  Editors  and  Producers, 
Marketing  and  Promotion  Executives, 
Advertising  Executives, 
Technology  Managers  and 
Web  Specialists 


To  Register,  Sponsor/Exhibit, 
or  for  more  information, 
visit  WWW.  editorandpublisher.  com 
or  call  (toll-free)  888.536.8536 

~  Sponsored  By  - 


REAL 


NETWORK 

THE  BEST  OF  LOCAL  MEDIA 


30 


Ethics  Comer 


George  O’Leary  and  all  those  media  guides  leading  to  nowhere 

What’s  bij^ck  and  white  and  red  all  over? 

America’s  newspapers  and  the  university  offi¬ 
cials  who  read  them.  Blame  it  all  on  George 
O’Leary,  a  football  coach  who  began  rewriting 
his  resume  April  Fools’  Day  1980  and  got  away 
with  it  until  the  University  of  Notre  Dame  hired  him  last  month. 

Red-faced  and  humiliated,  Notre  Dame,  the  capital  of  college  foot¬ 
ball,  made  sure  O’Leary  left  the  campus  five  days  after  he  signed  a 
contract  as  coach.  O’Leary,  barely  contrite,  blamed  everybody  but 


himself  for  what  happened  to  him. 

Notre  Dame  felt  confident  O’Leary’s 
resume  was  accurate  since  the  academic 
highlights  of  his  career  had  been  listed 
for  many  years  in  the  media  guides  of 
SjTacuse  University,  the  San  Diego 
Chargers  of  the  National  Football 
League,  and  Georgia  Tech. 

The  S\Tacuse  guide  reported 
O’Learv'  was  a  three-year 
letterman  in  football  at  the 
Universitj’  of  New  Hampshire 
even  though  he  only  went  there 
for  fivo  years  and  never  was  on 
the  team.  And  the  Chargers  and 
Georgia  Tech  guides  claimed 
O’Leary  received  a  master’s 
degree  in  education  from  New 
York  University  even  though  he 
only  took  two  courses  there. 

Why  did  O’Leary’s  fictions  become 
factoids?  Because  sports  media  guides  — 
brochures  written  by  team  propagandists 
—  were  read  as  scripture  and  their 
pronouncements  appeared  on  sports  pages 
everywhere  O’Leary'  was  a  coach. 

If  a  coach’s  mother  said  in  a  media  guide 
that  she  loved  him,  no  one  dared  check  it 
out.  Even  in  Chicago,  where  checking  on  a 
mother’s  love  is  a  cherished  newspaper 
commandment.  “We  accepted  the  media 
guides  as  the  gospel  truth,”  said  cf{icago 


Tribune  Associate  Managing  Editor  for 
Sports  Dan  McGrath.  ‘This  probably 
taught  us  to  be  a  bit  more  diligent.” 

The  truth  be  told,  O’Leary'  today  w'ould 
be  on  a  recruiting  tour  of  America’s 
teen-age  football  hot  spots  for  Notre  Dame 
if  it  weren’t  for  John  R.  Hussey,  a  retired 
high-school  Latin  teacher  who  w'rites  a 
college-sports  column  for  the 
New  Hampshire  Sunday  News, 
alter  ego  of  The  Union  Leader 
in  Manchester,  N.H. 

Hussey  wanted  to  fill  his 
column  w'ith  some  bon  mots 
about  the  local  boy  w'ho  made 
good.  There  was  nothing  in 
The  Union  Leader  files  about 
his  playing  career  at  New' 
Hampshire.  “I  was  looking  for 
people  who  knew  him,”  Hussey 
recalled.  “So  I  called  up  Joe  Yukica ...  who 
was  the  coach  at  New  Hampshire.  But  Joe 
said  George  never  played  for  him.” 

Jim  Fennell,  ^x\o\\\eY  Sunday  News 
writer,  joined  the  chase,  and  O’Leary’s 
make-believe  campus  life  came  apart.  The 
University'  of  New  Hampshire  could  not 
find  anything  in  its  clip  files  about  O’Leary’s 
playing  career.  He  wasn’t  in  any  game 
programs.  “We  were  shocked,”  Fennell 
recalled.  “Everyone  had  published  stuff 
about  his  playing  career  at  New  Hamp¬ 


shire,  including  We  figured  they 

would  have  checked  him  out.  He  coached 
high-school  football  on  Long  Island.” 

But  Newsday,  the  Melville,  N.Y.,  paper 
with  one  of  the  best  high-school  sports 
sections  anyw'here,  never  did  —  a  real 
stunner  because  O’Leary  was  a  high-profile 
presence  on  Long  Island,  first  as  a  football 
coach  at  Central  Islip  High  School  and  later 
as  a  recruiter  for  Syracuse  University  and 
Georgia  Tech. 

Notre  Dame  was  ready  to  forgive 
O’Leary  even  after  he  falsely  claimed  that 
his  resume  was  made  up  by  aggressive 
public-relations  people  at  Syracuse  when 
he  was  an  assistant  coach  there. 

But  the  school  was  getting  nerv’ous.  So 
Notre  Dame  Athletic  Director  Kevin  White 
iisked  him  if  there  were  any  more  skeletons 
in  his  academic  closet.  There  was.  O’Leary 
didn’t  have  a  master’s  degree  in  education, 
something  he  told  Georgia  Tech  he  had 
when  it  hired  him  in  1994. 

“I  felt  personally  betrayed,”  said  Donna 
Ditota,  a  reporter  for  The  Post-Standard  in 
Syracuse  who  penned  a  profile  of  O’Leary' 
last  summer.  “I  wrote  this  story'  about  this 
honest  guy,  and  he  wasn’t.  He  lied.” 

Ditota  and  the  dozens  of  other  reporters 
who  covered  The  O’Leary'  Lies  are  now 
looking  at  college-sports  media  handouts 
with  the  kind  of  skepticism  usually 
accorded  major  political  appointments. 

The  Atlanta  Journal-Constitution, 
feeling  victimized  by  Georgia  Tech,  recently 
sent  out  an  investigative  team  to  cull  the 
backgrounds  of  coaches  at  colleges 
throughout  Georgia.  And  what  did  it  find? 

Jim  Harrick  Jr.,  35,  a  University  of  Geor¬ 
gia  assistant  basketball  coach  who  claimed 
in  his  media-guide  bio  to  have  been  a  two- 
time  member  of  the  West  Coast  Conference 
Academic  All-Conference  Team  while  at 
Pepperdine  University,  had  to  enroll  in  a 
junior  college  to  improve  his  grades. 

Still,  journalists  expect  universities  to  use 
their  massive  research  facilities  to  conduct 
some  basic  research.  “We  assumed  that 
when  Georgia  Tech  hired  O’Leary  and 
paid  him  $1.2  million  a  year  they  would 
have  conducted  a  background  check  on 
him,”  said  John  Hollis  of  the  Journal- 
Constitution.  “It  would  be  awfully  tedious 
to  check  everything  on  everyone’s  resume.” 

True.  But  look  what  happens  when 
you  don’t.  S 
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in  one  secure  motion — stack,  wrap,  label  and  strap. 
This  reduces  product  damage  and  productivity-robbing 
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building  better  bundles  across  the  US. 
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